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Rough Proofs 


Some New York advertising men 
posed for the photographers in their 
B. V. D.’s as the result of a charity 
strip poker game, but it is not likely 
that the present plan of recruiting 
beauty choruses will be abandoned. 


* * * 


Al Smith complains because a ra- 
dio announcer took fifteen minutes 
to talk about a five-minute Al Smith 
feature. From Al’s standpoint, this 
is an extreme case of gilding the 


lily. 
* * *~ 


W. H. Henderson, Louisiana radio 
station owner, is not likely to get 
enlarged facilities, since an exam- 
iner for the Federal Radio Commis- 
sion reported that his language 
over the air is “inimical to the 
moral and esthetic development of 
the youth of America.” If all radio 
stations are going to be compelled 
to contribute to the moral and 
esthetic development of youth, the 
public may have to endure a few 
silent nights. 


Campbell Soup’s new slogan is, 
“Start your day with music and 
your meals with soup.” For some 
expert musical-soup renderers, this 
is a distinction without a difference. 


*> * #* 


Swift was the first of the big 
packers to announce plans for mar- 
keting canned fruits and vegetables 
under the modified consent degree. 
And yet they say there’s nothing in 


a name. 
* * * 


Elliott Roosevelt, son of the Dem- 
ocratic nominee for president in 
1932, has joined an advertising 
agency instead of going to college, 
explaining that he hasn’t time for a 
vacation. Evidently the boy believes 
that college-bred is just a four-year 


loaf. 
+ * * 


A Rochester national advertiser, 
whose account is handled by an 
agency in New York City, has been 
using some local advertising to per- 
suade the home-folks to buy goods 
made in Rochester. Rochester ad- 
vertising agencies have had reprints 
made to mail to the advertiser. 


* * * 


A Missouri statesman has proposed 
a bill prohibiting the use of feminine 
figures in cigarette advertising. This 
inhabitant of the show-me state 
evidently saw everything worth see- 
ing at the St. Louis fair in 1904. 


*. * * 


O. C. Harn, managing director of 
the Audit Bureau of Circulations, is 
reported in “Who’s Who in Adver- 
tising” to be fond of puzzles. The 
volume neglects to state whether 
these include cross-words, contract 
bridge or circulation statements. 


> * *- 


Sometimes a name is created for 
& product that seems to be perfect 
for trade-mark and advertising pur- 
poses. And then again the Diamond 
Match Company has a vice-president 
in charge of production named Clare 
Light, if what Joe Eddy relays is 


true. 
+ . + 


When the Sheaffer fountain-pen 
was first put on the market it was 
only one of 57 varieties, but now it 
is the biggest pickle in the barrel. 

Copy Cus. 


SAY FEW FARMS 
HAVE ACTUALLY 
BEEN ABANDONED 


New England May Check Fed- 
eral Figures 


Concord, N. H., Feb. 5—Believing 
that the Federal census of farm 
abandonments is inaccurate, the New 
Hampshire Department of Agricul- 
ture may initiate a test census of 
key centers for comparison with Gov- 
ernment figures. 

In reporting this situation, Com- 
missioner Felker said that a “back 
to the farm” movement is indicated 
by the number of inquiries received 
by his office. He invariably warns the 
city men to stay where they are. 

Commissioner Felker said actual 
organization of the machinery for the 
test awaits a conference at Boston 
February 9 and 10 by the Commis- 
sioners of Agriculture of each of the 
New England states, the New Eng- 
land Research Council and the New 
England Crop Reporting Service. 

Each of these groups will report 
to the conference the results of tenta- 
tive checkups of United States census 
figures in the various States. New 
Hampshire’s dissatisfaction, prelimi- 
nary correspondence has indicated, is 
shared by other sections of New Eng- 
land, he said. 


Cites One Case 


Commissioner Felker cited in- 
stances of the “unfairness” of the 
Federal farm survey here. He men- 
tioned the case of a large and poten- 
tially productive farm near Man- 
chester, the owner of which, tempo- 
rarily, is working for a salary in the 
city. 

The owner and his family live on 
the farm, keep its buildings and its 
fences in condition, keep their own 
poultry and livestock, and sell hay 
and fruit regularly. 

During the present era of low 
prices for farm produce, however, the 
Manchester farmer has not given his 
time to full cultivation of his fields 
and has not netted the $250 annual 
farming income “arbitrarily re- 
quired” by Federal definition of an 
“active” agricultural property, ac- 
cording to the New Hampshire Com- 
missioner. 

The Manchester farm, conse- 
quently, is listed as “abandoned,” 
although such classification, to local 
minds, is obviously unjust and mis- 
leading, he said. 


“Tt is true that there is a demand 
for trained farm hands, but that is no 
reason why a man should quit selling 
pencils on Broadway and buy a ticket 
for Clover Crossroads,” said the 
Commissioner in discussing inquiries 
from city folk. 

“The kind of man that is needed on 
the farm is the man that you can 
leave to take charge of things when 
you are away. I have had applicants 
for farm jobs come to me and explain 
that they can drive a truck and ought 
to be useful taking stuff to market. 

“The country needs fewer auto 
drivers and more fellows with a scien- 
tific knowledge of applying fertilizer. 

“To the man on the farm I would 
say ‘Hang on!’ To the man who 
thinks he would like to own a farm 
my advice is ‘Stay in town.’” 


Restaurant-owners in many parts 
of the country have made vigorous 
protests against a recent advertise- 
ment of the California Packing Cor- 
poration, packers of Del Monte 
fruits and vegetables, in which they 
believe there is an implied criticism 
of food served in restaurants. 

The advertisement complained of 
appeared on the inside front cover 
of the Saturday Evening Post for 
January 24, and said: “Does your 
husband lead a double life? Most 
husbands do. Good food and good 
cooking at home. But an entirely 
different sort of thing down-town. 
Rush — hurry — noise — crowded 
lunch-rooms. Meals eaten too quick- 
ly—and too little thought in select- 
ing what is eaten.” 

Restaurant men, who have been 
trying to convince the public that 
the food they serve is healthful and 
prepared in attractive and sanitary 
style, took so much umbrage at the 
inference which they thought they 
saw in this copy that many of them 
protested both direct to the Del 
Monte people and to the National 
Restaurant Association, which has 
its headquarters in Chicago. 

The latter advised ADVERTISING 
AGE that the association, as such, 
has taken no action regarding the 
advertising, but that it has heard 
from a number of its officers and 
members who have developed con- 
siderable indignation. 


Magazine’s Viewpoint 


The American Restaurant Maga- 
zine, Chicago, carried an editorial in 
its February issue headed, “More 
Pity for Husbands,” and said among 
other things: 

“Anyone who has followed the de- 
velopment of the restaurant business 
in the past ten years can understand 
why this advertisement should create 
a wave of resentment among restau- 
rant operators. 

“It sets down as truth a miscon- 


Copy on Del Monte | 
Draws Protest from 
Restaurant Owners 


ception that the restaurant industry 
has spent millions of dollars to break 
down. It intimates that husbands 
jeopardize their health by patroniz- 
ing restaurants. Just the mistaken 
idea that the restaurant industry 
has been trying to correct. 

“Of all people, a canned goods 
manufacturer should be among the 
first to appreciate the position of 
the restaurant industry in such a 
matter. It was not so many years 
ago that the general public—and 
restaurant operators, too—were very 
suspicious of canned foods, and a 
little hesitant to serve them. Intel- 
ligent advertising has broken down 
that mistaken idea. 


How Restaurants Helped 


“But how unfortunate it would 
have been if the restaurant industry 
—at the very time when the canned 
goods people were winning the de- 
served confidence of the public— 
had united its members in a nation- 
wide advertising campaign telling 
the public that canned foods only 
jeopardized health and that the res- 
taurants of the country would hence- 
forth serve only fresh foods. Such 
a message would, in our opinion, be 
no more misleading than the present 
Del Monte advertisement. 

“The irony of the advertisement 
is in the fact that the husband who 
desires spinach with his meal while 
eating down-town will be served a 
quality equal to that served in his 
home. It might even be Del Monte 
brand.” 

C. A. Patterson, publisher of the 
American Restaurant, told ADVERTIS- 
ING AGE that a recent survey of the 
restaurant field showed that Del 
Monte is the leading brand of 
canned goods used. 

The advertising copy for Del 
Monte is prepared in the San Fran- 
cisco office of McCann-Erickson, Inc. 


the arrival of the Prince of Wales. 


Last Minute News Flashes 


Kolynos Ties Up with Prince of Wales 


New Haven, Conn., Feb. 6—The Kolynos Company, manufacturer of 
Kolynos dental cream, is releasing special newspaper advertisements in 
Chile, Argentine, Brazil and Uruguay, timed to appear in various cities on 


Large space will be used to call attention to the fact that Kolynos dental 
cream is supplied by warrant to the prince, and that wherever he may travel, 
he will find Kolynos awaiting his arrival. 


Jordan Advertising Abroad is releasing the copy. 


A. N. A. Picks Detroit for Semi-Annual Meeting 


New York, Feb. 6—The 22nd semi-annual meeting of the Association of 
National Advertisers will be held at the Hotel Statler, Detroit, April 27-29. 
C. L. Bowman, Stanco, Inc., New York, is chairman of the program commit- 
tee and Cliff Knoble, Chrysler Corp., Detroit, is associate chairman. 


McLain-Simpers Organization Splits Up 
Philadelphia, Pa., Feb. 6—By mutual agreement of the principals, the 
business of the McLain-Simpers Organization will be taken over after March 
1 by two newly-formed advertising agencies—McLain Organization and the 
Simpers Company. 


TO STANDARDIZE 
SIZES OF PAGES 
INROTOGRAVURE 


Newspaper Men Hold Meeting 
in St. Louis 


St. Louis, Mo., Feb. 5—Standardi- 
zation of page sizes was one of the 
salient topics discussed by the Roto- 
gravure Advertising Association at 


_ Frank J. Connaughton, advertis- 
ing manager of the rotogravure sec- 
tion of the New York Times, new 
vice-president of the Rotogravure 
Advertising Association. 


its meeting here this week. This was 
regarded as too important for hasty 
action, however, and a committee 
was appointed to investigate and 
report back at the next meeting. 

W. S. Reynolds, of the Detroit 
News, was elected president of the 
organization, with Frank J. Con- 
naughton, of the New York Times, 
as vice-president, and Leeland Wool- 
ters, Des Moines Register & Tribune, 
secretary-treasurer. 

Directors chosen were Mrs. 
Frances Ward Rice of the Syracuse 
Post-Standard, and K. G. Drayton, 
Fort Wayne News-Sentinel. 

George D. Brown, headquarters 
director for the National Home Fur- 
nishings Program, Indianapolis, said 
that rotogravure is unique because 
of its clarity of detail, pictorial 
value, concentration on the subject, 
and believability because of faithful 
reproduction. 


Against “Human Interest” 


In discussing “Photographs for 
Rotogravure Advertising,” William 
A. Kuenzel, of the Detroit News, 
took the attitude that the average 
advertiser fares much better by con- 
tenting himself with a faithful repro- 
duction of the merchandise, rather 
than introducing human interest by 
the use of models. 

“It is all right to use models,” he 
said, “if an attractive picture is 
made, if the setting for the shoe is 
pleasing, if the space used is, as a 
whole, made more attractive, if the 
model can express or convey human 
interest, and if the photographer has 
developed artistic sense for posing 
such models, and if he understands 
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* the proper display of the merchan- 
dise being photographed. 

“However, it seems that the haz- 
ards present in such photography 
make it easier to follow more simple 
lines, and in the end you will pro- 
gress more because you need little 
beyond a Number 3 photographer, 
Number 4 camera and a Number 5 
artist. I’ll leave it to you to grade 
the advertising man.” 


Getting Good Prints 


Mr. Kuenzel exhibited a series of 
simple photographic prints of a shoe 
to illustrate his points. 

“In the initial photograph of a 
single shoe notice the presence of a 
light shoe tree,” he said. 

“Its principal function is to keep 
the sole flat and the toe from turning 
up. This is important. This tree 
partly eliminates wrinkles and the 
shoe is perfectly modeled. 

“The photograph is ‘shot’ broad- 
side, no attempt being made to pose 
the shoe, as many such efforts result 
in miserable distortion and unsatis- 
factory prints unless the photog- 
rapher is experienced, extremely 
lucky, or has developed an advanced 
degree of artistic sense. For the 
same reason a single shoe should 
always be used rather than a pair. 

“The lighting is simple, being 
evenly distributed, except where high 
lights are desirable to avoid flatness, 
the exposure being only sufficient to 
produce reasonable detail. 


Amputating Shoe Tree 


“Exhibit B illustrates a copy of the 
same print after it has passed 
through the hands of the artist. This 
work was not done by an artist who 
specializes in this particular class of 
work. The principal work done was 
to remove the shoe tree, soften the 
high lights, slightly exaggerate a few 
details and block out the outline. 

“Throughout this series only the 
most simple, easy-to-follow process 
was used, to present to the prospec- 
tive shoe buyer a true likeness of the 
merchant’s offering, in this instance 
reproduced in a size sufficient to per- 
mit the prospective buyer to judge its 
beauty, style, and other features. 
This simple form of advertisement 
has much to recommend it.” 
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GEO A TAYLOR 


The final lecture in the series by the Society of Typographic 
Arts, Chicago, given February 2, consisted of a problem in lay- 
out, with Don McCray, well known Chicago artist, as instructor. 

"Here are some of the layouts submitted by budding adver- 
tising men and revised by Mr. McCray. ; 

His criticism of the layouts of most students is that they 
lack breathing space, run too much to capital letters, are too 
ornate, have too many borders, and do not lead the eye naturally 


into the text. 
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Sales Built on 
Human Equation, 


Says McKinlay 


“Scientific retailing” was declared 
non-existent by John McKinlay, pres- 
ident of Marshall Field & Co. 
(wholesale), Chicago, who addressed 
the Interstate Merchants Council 
February 3. Warning his listeners 
against putting blind confidence in 
paper schemes for managing their 
business, he said: 
“It is a fault of the times to put 
too much emphasis on the more or 
less automatic nature of the selling 
machinery, too little dependence 
upon the human equation; too much 
dependence upon the idea of a con- 
trolling science, and too little de- 
pendence upon art. 
“The business of distribution is an 
art rather than a science. The mer- 
chant who depends too much upon 
his schemes because he thinks they 
are scientifically developed, will find 
some day that some little fellow who 
is not at all scientific will come along 
and take away a lot of his business.” 
Nothing But Crises 
As for changes in the business 
structure, Mr. McKinlay recalled 
that the established order had sur- 
vived one crisis after another since 
he took his first job as cash boy 
with the Marshall Field retail store 
in 1888, and that the alarms would 
probably continue to the end of time. 
“Early in my _ experience,” he 
said, “Congress appointed a com- 
mission to study the department 
store menace. That seems strange 
now, as does also the fact that the 
mail order houses, which many 
thought would put the independent 
retailer out of business, have been 
forced to establish local outlets in 
order to compete with independent 
merchants. 

“The efficient, independent re- 
tailer is in no more danger today 
than he has ever been. Likewise, 
the wholesaler cannot be eliminated, 
unless his functions are taken on by 
either the retailer or the manufac- 
turer, an arrangement which experi- 
ence has proved economically waste- 
ral,” 


selling power 


magazines. 


and wealth. 


The DAVEY TREE EXPERT COMPANY 


believes in the 


of 


COLOR 


With a message directed to the intelligent, 
wealthy, and discriminating landowner, the 


DAVEY TREE EXPERT COMPANY has 
for over 15 years used color in quality 


THE BIG 4 Magazines have been carrying 
this business, as individuals and as a group, 
for many years. With its successful handling 
of color reproduction of the highest type 
THE BIG 4 Group is proving to advertisers 
that the continued use of color in quality 
magazines makes for steady growth of com- 
panies offering quality service and products. 


THE BIG 4 audience numbers more than half 
a million men and women of intelligence 
and means—a buying market of initiative 


heb AGroup 
in the Quality Field 


Forum 
Golden Book § World’s Work 


55 FIFTH AVENUE, NEW YORK 


Review of Reviews 


CENSUS SHOWS 
DISTRIBUTION 
IN WASHINGTON 


15 Cities Do Annual Volume of 
$558,000,000 


Washington, D. C., Feb 6—The 
1929 census of distribution is rapidly 
being whipped into shape where ad- 
vertisers will shortly be able to draw 
some valuable conclusions. This is 
indicated by the release by the Bu- 
reau of the Census of the report for 
the 15 cities in the State of Wash- 
ington having a population of 10,000 
or more. 

The total retail volume of these 
cities in 1929 amounted to $558,449,- 
000. - 

Three cities—Seattle, Spokane and 
Tacoma—have about 74 per cent of 
the population of 792,006 of these 
15 cities. Their share of the total 
business, however, was only about 
71 per cent. 

The following percentages show 
how the public spends its money: 


12 cities 3 cities 
Per cent of total 
Automotive oecccccccccnnnn 24.64 20.65 
Ee ere 23.68 20.66 
General merchandise 13.53 18.08 
Lumber and building 8.36 6.52 
) onan . 6.55 8.55 
Furniture and 
household ...................... 4.50 4.10 
Restaurant and eat- 
EE ee 3.58 5.35 
Other retail .. .. 15.02 15.39 
Second-hand.................... 0.44 0.70 


San Francisco Trade 
The Bureau of the Census has also 


showing 1929 retail business in that 
city to have aggregated $500,000,- 
000. Three types of chains did 26 
per cent of the business, while 
single-store independents handled 
55 per cent. 

These census reports do not in- 
clude personal service businesses 
such as laundries, dry-cleaners, bar- 
ber shops and the like, nor do they 
include the professions or public 
utilities. 

Service businesses such as beauty 
shops and garages, which sell a sub- 
stantial amount of merchandise, in 
addition to service, are included. 
The service income is included with 
sales of merchandise in such cases, 
but will be shown separately in later 
analyses. 


Describes Plymouth 
Radio Campaign 


F. R. Steel, director of the radio 
broadcast division of Critchfield & 
Co., Chicago advertising agency, 
spoke at the February 5 meeting of 
the Chicago Advertising Council on 
radio merchandising. 

He described the campaign for the 
Plymouth car in 1930, during which 
188 stations in the United States and 
22 in Canada were used for a short- 
message announcement of the Ply- 
mouth contest. He said that 3,000,000 
people were attracted to dealers’ 
show-rooms by the radio advertising, 
and that 391,000 entered the contest. 

As the result of this and similar 
experiences, Mr. Steel said that ra- 
dio had been proved to be an econom- 
ical medium for developing inquiries. 


O. K. Rate Definition 


The board of directors of the 
Southern Newspaper Publishers As- 
sociation, approved the report of its 
special committee on local-national 
advertising at a meeting at Chatta- 
nooga this week. 

The definition adopted is, with 
slight changes, the one promulgated 
by the Association of Newspaper Ad- 
vertising Executives. 

The board decided to hold the an- 
nual meeting at Asheville, N. C., June 


released a report on San Francisco, 


ANNOUNCE PLAN 
TO SELL BOOKS 
BY ‘SAMPLING’ 


To Present One Chapter from 
21 Volumes 


New York, Feb. 5—A new plan to 
promote the sale of novels and other 
types of literature will make its bow 
to the public this month in the form 
of a volume containing sample chap- 
ters from 21 forthcoming books from 
the spring lists of ten of the leading 
American publishing houses. The 
volume, which is entitled “The Book 
Show,” will be placed on sale at 
bookstores for a standard price. 

This plan of promotion marks a 
departure in the publishing business, 
in that the publishers represented in 
the volume have paid an entrance 
fee for the inclusion of chapters of 
their books in “The Book Show.” 

According to Platt-Forbes, Inc., 
New York advertising agency which 
is publishing “The Book Show” as a 
separate and subsidiary activity, the 
profits from the enterprise will be 
expended in additional advertising 
in several of the leading newspapers, 
for full pages in several leading 
magazines of general circulation, 
and in trade journals. 

Will Be Sold 

“The Book Show” will be placed 
on sale in bookstores throughout the 
country and will be promoted in 
much the same fashion as a regular 
book would be. About 600 copies 
will be distributed to booksellers 
throughout the United States and to 
literary editors of newspapers and 
magazines. 

“The Book Show” will also contain 
a short character sketch of each au- 
thor. These reveal the authors as 
though they themselves are charac- 
ters in stories. 

The volume will also include a slip 
which will entitle the reader to a 
rebate of 25 cents on the purchase 
price of any one of the books listed 
in “The Book Show.” The dealer 
may redeem coupons at full value by 
returning them to the New York 
office of “The Book Show.” 

The volume will also contain an 
introduction by Harry Hansen, lit- 
erary editor of the New York World. 

The publishers who have _ sub- 
scribed to the plan are: Farrar & 
Rinehart; Harper & Brothers; the 
Vanguard Press; E. P. Dutton & 
Co.; Coward-McCann, Inc.; Century 
Company; Covici-Friede, Inc.; Dou- 
bleday, Doran & Co., Inc.; Claude 
Kendall, and the Yale University 
Press. 


To Advertise Skyscraper 


Albert Frank & Co., Chicago, will 
direct the advertising of the new One 
LaSalle Street Building in that city. 

The budget provides not only for 
advertising during the renting period 
but for continuous publicity to build 
good will after the building is filled. 


Newspapers for Seat 


Wilson H. Lee Advertising Agency, 
New Haven, recently appointed by 
the Sponge Rubber Products Com- 
pany, Derby, Conn., will use newspa- 
pers and direct mail to advertise the 
company’s leading product, an office 
chair seat. 


Have U. S. Representation 


Professional Publicity Associates, 
Inc., New York, has been appointed 
United States representative for La 
Medicina Argentina, La Semana 
Medica and El Dia Medico, all Argen- 
tina medical journals. 


State Clubs to Meet 


The annual meeting of Oregon ad- 
vertising clubs will be held the latter 
part of the month at the Oregon State 
College at Corvallis. The tentative 
date is the 26th. 


William H. Judd Is Dead 


William H. Judd, member of the 
Rochester Ad-Club and local man- 
ager of the Mutual Benefit Life In- 


29-July 1. 


surance Company, died recently. 
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ADVERTISING AGE 


NEW SLANT ON 
AN OLD PRODUCT 
STIRS POPULACE 


Hollister Offers Optical Gom- 
pany As Example 


Boston, Mass., Feb. 5—The Amer- 
ican Optical Company was held up 
as a classic example of his subject, 
“Necessity Is the Mother of Inven- 
tion,” by Paul Hollister, vice-presi- 
dent and director of Batten, Barton, 
Durstine & Osborn, New York, in 
addressing the Advertising Club of 
Boston, February 3. 


The optical industry has relied for 
some years on the injection of a 
style element into the rims of glasses 
for repeat business, but this has not 
proved as effective as formerly. 

The American Optical Company 
cast about for a more potent reason 
why present owners of glasses 
should exchange them, and finally 
asked themselves: “Why should 
side-bars or temples of spectacles 
spring off the center of the rim?” 


This curiosity was immediately 
rewarded by the idea of hanging the 
temples from the “northeast corner” 
of the lens, so that a full view was 
obtainable. The idea brought a great 
increase of business, when properly 
featured in the advertising. 


Arrow’s Problem 


Mr. Hollister found another ex- 
ample in Arrow Shirts. A year ago 
Cluett, Peabody & Co. felt the neces- 
sity of creating a greater demand 
for the product. In Detroit was a 
man who was trained in science and 
knew all about cloth. The man was 
Sanford Cluett, and he was told to 
“go ahead and invent” something 
which would prevent shrinkage. 

Instead of devising a “process” to 
put back in place the threads which 
have been twisted in the converting, 
Mr. Cluett invented a machine which 
put back the fibres in the proper 
place without the use of water so 
that the size of the shirt would re- 
main the same after washing. 

The foremost converters of Amer- 
ica went to Troy full of skepticism, 
but when they saw the machine said, 
“Why didn’t somebody think of this 
before?” 


The company has practically dou- 
bled its advertising appropriation on 
the strength of the new appeal. De- 
partment stores are getting as many 
as 25 turnovers on Arrow shirts 
within six months. 

Mr. Hollister showed a strip of 
35 advertisements of Cluett, Pea- 
body & Co., previously published or 
to be published in the Saturday Eve- 
ning Post, Collier’s, Liberty, The 
New Yorker, The American Weekly, 
Time, College Humor, subway and 
elevated cards and dealers’ folders. 


Another Sad Case 


Mr. Hollister went back to the gay 
nineties for his third example. 
When lace curtains “went out,” a 
Seranton lace company had about 
900 patterns, of which 300 alone 
were in curtains. 


The company heard of a man 
named Guild in Connecticut who de- 
signed furniture of antique patterns, 
so they engaged him to design lace 
curtains of antique patterns. He 
designed curtains which included 
Paul Revere, Independence Hall, and 
a pattern from an old sampler. Now, 
with 15 patterns instead of. 300, the 
company is doing 25 per cent more 
business than before. 

Louis D. Gibbs, president of the 
Advertising Club and superintendent 
of advertising of the Boston Edison 
Company, presided. “Tip” Smith, of 
Lincoln & Smith, printers, intro- 
duced Mr. Hollister. 

Others at the speaker’s table in- 
cluded John C. Nicodemus, advertis- 
ing manager of the Continental 
Clothing Co., and chairman of the 
merchandising committee, Boston; 
Ernest C. Johnson, first vice-presi- 


Senate Postpones 


Price Legislation 
Washington, D. C., Feb. 5— 
Further consideration of resale 
price legislation was postponed 
beyond this session of Con- 
gress by vote of the Senate 
Committee on Interstate Com- 
merce. 

This action affects both the 
Capper-Kelly Bill and another 
bill introduced by Senator Cap- 
per to govern the distribution 
of trade-marked articles. 


dent of the Advertising Club of Bos- 
ton and advertising manager of the 
S. D. Warren Company, and N. W. 
Emerson, vice-president of Batten, 
Barton, Durstine and Osborn, in 
charge of the New England office. 


Distribution 
Shown in Six 
More Industries 


Washington, D. C., Feb. 5—Man- 
ufacturers of typewriters and parts 
sell principally through their own 
retail branches, the Bureau of the 
Census reports. Of 1929 sales of 
$64,410,000 (f. o. b. factory) 67.6 
per cent were made in this way. 

Sales to wholesalers and to man- 
ufacturers’ wholesale branches ac- 
counted for 20.6 per cent; to retail- 
ers, 11.3 per cent, and to users, 0.5 
per cent. 

Sales of textile machinery and 
parts in 1929 aggregated $112,114,- 
000. No less than 88.7 per cent of 
this went direct to users, with deal- 
ers taking 9.4 per cent and sales to 
manufacturers’ sales branches ac- 
counting for the other 1.9 per cent. 
The volume of this total moving 
through manufacturers’ agents, sell- 
ing agents, brokers and commission 
houses was 2.6 per cent. 

Sales of plumbers’ supplies in 1929 
amounted to $129,823,000, with 
wholesalers taking 70.9 per cent of 
this total. Retailers took 4.8 per 
cent; industrial users, 7.4 per cent 
and household users, 0.4 per cent, 
sales to manufacturers’ wholesale 
sales branches accounting for the 
remaining 16.5 per cent. Of the to- 
tal, 6.9 per cent moved through 
manufacturers’ agents, etc. 

Manufacturers of linseed oil, cake 
and meal sold 45.7 per cent of total 
sales of $118,221,000 to wholesalers 
and 45.6 per cent to industrial and 
other large consumers. Manufactur- 
ers’ sales branches took 6.6 per cent, 
and retailers, 2.1 per cent. 

Retailers were the largest buyers 
of the $18,512,000 worth of men’s 
straw hats sold in 1929, taking 55.5 
per cent. Wholesalers bought 34.0 
per cent, and manufacturers’ whole- 
sale branches, 10.5 per cent. 

Dealers bought 76.7 per cent, or 
$35,375,000 of 1929 sales of dental 
goods and equipment, 17.5 per cent 
going to manufacturers’ sales 
branches and 5.8 per cent to dentists 
and other users. 


Omaha Speakers Talk 
On Favorite Mediums 


The Omaha Advertising Club gave 
partisans of advertising mediums 
the opportunity to state their case 
at its February meeting. 

Louis Lepke, promotion manager 
of the Nebraska Clothing Company, 
upheld the merit of newspapers, 
while W. E. Bock spoke on radio; 
Paul A. Wiltsie on direct mail; W. J. 
Gordon on car cards and John Gen- 
tleman on outdoor advertising. 


Legislators Attack. 
Outdoor Advertising 


A bill requiring outdoor advertis- 
ing agencies to pay an annual state 
license of $100 and a tax of 10 cents 
a square foot has been introduced in 
the Nebraska legislature. 

Another bill pending would forbid 
the erection of outdoor advertising 
structures within 50 feet of any 
crossing, including city streets. 


Represent “News-Republic” 


Fred Kimball, Inc., has been ap- 
pointed national advertising repre- 
sentative of the Baraboo (Wis.) 


News-Republic. 


No. 48 of a Series 


First Prize 
$1000 


Second Prize 


$500 


S 
Mt | 


Scribner’s 
New Contest 


Scribner's Magazine announces 
a new contest with prizes of 
$1,000 and $500 for the best 
narratives, 2,500 to 6,000 
words, of some personal expe- 
rience, or observation at first 
hand, which are concerned 
with an aspect of American life. 
The contest closes June 20, 
1931. 

Behind this is a story. It has 
to do with the conviction of 
Scribner's that there is a literary 
veil hiding the true America. 
We are anxious to break through 
this protective covering and get 
to the living, growing America 
—the America of the farm, the 
steel works, the bootlegger, the 
student. We are hopeful that 
this new contest will stimulate 
manuscripts from non-profession- 
al writers—writers who have a 


strength and originality of mind 
not smothered by literary con- 
ventions. 

The field is as broad as the 
United States itself. The narra- 
tors may be, for instance, a 
worker in the oil fields of Okla- 
homa, one who has lived among 
the fishermen in Maine, a 
women buyer in a department- 
store, an engineer, one who has 
observed the effect of the com- 
ing of mills upon the people of 
the South, an air-mail pilot, one 
who has experienced the special 
flavor of an American city. 

An advertising man may have 
special opportunity to observe 


the human equation’ in our 
changing business life, Mr. 
Jones of Main Street may write 
of his neighbors and their views 
of life, a stock broker may talk 
frankly of Wall Street. A forest 
ranger, a resident of a deflated 
boom town, an American In- 
dian, a housewife, a debutante, 
a politician, an apple-grower, 4 
lumberjack, the wife of a boot- 
legger, or the son of a capitalist, 
@ hobo, a travelling showman, a 
bishop, or a longshoreman, an 
office clerk—all these may have 
something significant to tell. 

Manuscripts will be read as 
quickly as possible and all those 
which are found suitable will be 
purchased outright and pub- 
lished. From these the prize win- 
ners will be selected. Our pur- 
pose in this, as in the Long Short 
Story Contest which has proven 
so remarkably successful, is to 
broaden the field for a particular 
type of writing. The rewards are 
therefore not confined to the 
prize, but include purchase and 
publication of all worthy manu- 
scripts. 

Manuscripts (and we hope 
many advertising men will enter 
the contest) should be addressed 
to Contest Editor, Scribner's 
Magazine, 597 Fifth Avenue, 
New York City. We also have 
a folder with complete details 
which we should be glad to 
send. 


SCRIBNER’ 


Return Receipts 
Will Cost More 
Under New Law 


Washington, D. C., Feb 5—Presi- 
dent Hoover signed two bills affect- 
ing the postal service on Febru- 
ary 2. The more important of these 
was H. R. 8649, authorizing the 
Postmaster General to collect an in- 
creased charge for return receipts 
for domestic registered and insured 
mail when such receipts are re- 
quested after the mailing. 


. The new law makes section 3928 
of the revised statutes read as fol- 
lows: 


“Whenever the sender shall so re- 
quest, and upon payment of a fee of 
3 cents at the time of mailing or of 
5 cents subsequent to the time of 
mailing, a receipt shall be obtained 
for any registered mail matter, 
showing to whom and when the same 
was delivered, which receipt shall be 
returned to the sender, and be re- 
ceived in the courts as prima facie 
evidence of such delivery: 

“Provided further, that upon pay- 
ment of the additional sum of 20 
cents at the time of mailing, a re- 
ceipt shall be obtained for any reg- 
istered mail matter, showing to 
whom, when, and the address where 


the same was delivered, which re- 
ceipt shall be returned to the sender, 
and be received in the courts as 
prima facie evidence of such deliv- 
ery.” 

The new law also provides for 
postal insurance fees of 5 cents for 
indemnification not to exceed $5; 8 
cents for indemnification not to ex- 
ceed $25; 10 cents for indemnifica- 
tion not to exceed $50; and 25 cents 
for indemnification not to exceed 
$100, with the same language as to 
receipts and fees as in section 3928. 

The Postmaster General would be 
authorized to impose or remit fines 
on contractors or carriers transport- 
ing the mails by air or water on 
routes extending beyond the United 
States for any unreasonable or un- 
necessary delay or other mail trans- 
portation delinquencies under an- 
other bill (H. R. 8806), which Presi- 
dent Hoover also signed. 


“Helping Each Other” 


Is Exporters’ Topic 


“Helping Each Other in Export 
Trade” is the general topic assigned 
the annual meeting March 3 of the 
Export Managers Club of New York. 

A. M. Hamilton, of the American 
Locomotive Sales Co., will preside at 
the morning session, and C. W. Lin- 
scheid will take the chair in the 


afternoon. 


Chain Stores 
Grow In Canad 


Figures released by the Canadian 
Business Research Bureau show that 
chain stores operating in Canada in- 
creased by 34 per cent in 1929. The 
number of chain units at the begin- 
ning of 1930 was 4,569, and they 
were estimated to be doing nearly 
25 per cent of the total volume. 


A. B. P. Will Meet 
in Virginia Resort 
The spring meeting of the Asso- 
ciated Business Papers, Inc., will be 
held at The Homestead, Hot Springs, 
Va., the executive committee has de- 
cided. The dates are May 11-13. 
Hot Springs is about the same dis- 
tance from New York and Chicago. 


Donald MacDonald Dies 

Donald MacDonald, 42, a director 
of Doubleday, Doran & Co. and gen- 
eral manager of the Country Life 
Press, New York, died following an 
operation for appendicitis at a Mine- 
ola, L. I. hospital. He was con- 
nected with Country Life for many 
years. 


“National Printer- 
Journalist’? Sold 


H. L. Williamson of Springfield, 
Ill., has bought National Printer- 
Journalist, of Milwaukee, and will 
consolidate it with United States 
Publisher. Ole Buck, editor of the 
latter, will continue in that capacity. 
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Hints for Copy-Writers 


In a news story in this issue of 
ADVERTISING AGE, the agitation of 
the restaurant field as a result of a 
recent magazine advertisement of 
Del Monte canned goods is described. 
The copy objected to did not make a 
definite attack on restaurants, but 
implied that they were not nearly 
such good places to eat as the home 
dining-room. 

Whether this is actually the case 
or not is beside the point. The fact 
is that restaurants are among the 
largest customers for the canners of 
Del Monte goods, and that the copy, 
as written, tended to cause offense to 
this large group by making a refer- 
ence which many regarded as in- 
vidious. 

The Del Monte people probably 
could explain that there was no in- 
tention of disparaging restaurants 
as a class, nor of suggesting that 
the public should not eat in restau- 
rants; but the explanation may not 
get around nearly so generally as 
the indignation which was aroused. 
Even though the national associa- 
tion in the restaurant field, which 
was appealed to by its members, 
may not take official action unfavor- 
able to Del Monte, the effect on the 
situation can hardly have been help- 
ful from any standpoint. 

Every copy-writer who prepares 
advertising for manufacturers ought 
to have a clear picture 6f the dis- 
tribution and consumption of the 
products advertised. While the house- 


The Need for Understanding 


William J. Graham, vice-president 
of the Equitable Life Assurance So- 
ciety, told the American Manage- 
ment Association at its Niagara 
Falls convention this week that big 
corporations need understanding on 
the part of the public more than 
they need anything else. He agreed 
that advertising is the obvious means 
of establishing the sort of under- 
standing which is desired. 

“The time to be understood is all 
the time,” he said. “It does not suf- 
fice for large interests subject to 
public judgment to delay efforts to 
make themselves understood until 
such time as the necessity for doing 
this is forced upon them by mis- 
understandings vital to their con- 
tinued success. The organization or 
enterprise not in a position to make 
its dealings public has something to 
correct within.” 


Referring to railroads and life in- 
surance as examples of the necessity 
for right public relations, he em- 
phasized the need of the railroads to 
show the enormous cost in burden- 
some restrictions and excessive taxa- 
tion imposed upon them through 
misunderstanding. Life insurance 
was traced from the time of the in- 
surance investigation 25 years ago, 
when certain abuses were developed, 
and when life insurance had no 
friends, to its present high estate in 
public confidence. . 


wife is perhaps the primary objec- 
tive of Del Monte advertising, it is 
probable that the goods are held in 
high esteem by other classes of buy- 
ers, including hotels, restaurants, 
hospitals and institutions generally. 
Any copy written for the attention 
of the home provider ought to be 
such, therefore, as to build good-will 
for any users in the other groups. 


It is stated in this connection that 
a recent survey showed Del Monte 
to be holding the first position in 
point of popularity in the restaurant 
field. Hence it is all the more un- 
fortunate that any copy should ap- 
pear which, whether intentionally or 
not, might be taken as an indirect 
criticism of some of the important 
customers of the advertiser. 


Copy-writers are constantly com- 
plaining of the blue-penciling to 
which their favorite brain-children 
are subjected. It is probable that 
this is an excellent thing. The copy- 
writer who is able to write as the 
spirit moves may often put state- 
ments, implications and suggestions 
into his copy which would be very 
injurious to the advertiser if they 
appeared. 


Every good advertising man should 
thank his lucky stars every day that 
there is somebody who must read 
and okay his copy with reference not 
only to its correctness and effective- 
ness as English, but as to the nu- 
merous policy matters which are in- 
volved in every public statement. 


“Management today,’ he said, 
“must regard itself as having re- 
sponsibilities to stockholders, to pa- 
trons, to employes and to the public, 
in order to insure the proper dis- 
charge of its responsibilities to any 
of these. More than this, manage- 
ment must keep the public advised 
of its conception of its responsibili- 
ties, and carry along the public in 
its discharge of them.” 


ADVERTISING AGE agrees heartily 
with Mr. Graham’s suggestions, and 
recommends them to the considera- 
tion especially of railroads and in- 
surance companies. Some time ago 
we published an editorial, “Why the 
Railroads Must Advertise,” in which 
much the same position was taken. 
Some of those who read the editorial 
disagreed with it, and insisted that 
the railroads have nothing to adver- 
tise. We do not believe that that is 
the position of intelligent railroad 
managers today. 


The life insurance companies have 
just begun the publicity job which 
they could do to their own advan- 
tage and that of their policyholders 
and the public. Insurance has so 
many applications, in business and 
personal relations, that the compa- 
nies owe it to their business to ex- 
plain these facts, and to build the 
right understanding which is so 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


218. A $100,000,000 Market for Lines 
Allied to Agriculture and 
Horticulture. 

A survey compiled by Seed World, 

Chicago, which gives some interest- 

ing figures on the 78 side-lines han- 

dled by dealers in this field, with the 
percentage of distribution attained 
by each class. The seed catalog as 

a factor in merchandise distribu- 

tion in this field is also discussed. 


214. The Place of the Trade Paper 

in the Advertising Plan. 
In this 16-page booklet, published 
by the International Magazine Cor- 
poration, New York, Ray Sherman, 
editorial director of the Hearst Busi- 
ness Magazines, discusses the quali- 
ties to be found in a good business 
magazine and when and how the ad- 
vertiser can profitably use business 
paper space. 


124. The Recorder Outlook. 

A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 
Recorder, New York, which dis- 
cusses the economic significance of 
new trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons. 


194-a. The Marketing of House and 

Home Furnishings. 
This study shows that in depart- 
ment stores doing an annual volume 
of from $2,000,000 to $5,000,000, 
home and house furnishings account 
for 26.3 per cent of sales. How 
these sales are divided is one of the 
interesting presentations offered by 
Retailing. 


186. Steel—Basic to Industry. 


Everybody knows that steel is one 
of the great basic industries, but 
few know why. The Penton Pub- 
lishing Company gives the facts in 
readable fashion in 32 pages. It 
also tells how this 17 billion dollar 
market is divided. 


210. The Outlook. 


This is an interesting analysis of 
the men and women who read the 
New York magazine. It indicates 
that they form a market worth while 
in its own right and for its influence 
on the purchases of others. Of the 
readers surveyed, 65.7 own automo- 
biles, six out of ten are active in- 
vestors, and a large percentage are 
devotees of sports. Another feature 
is evidence as to the cost of orders 
received as the result of advertis- 
ing in The Outlook, in comparison 
with that of other mediums. 


199. As They Like It. 


A brochure of excerpts from read- 
ers’ correspondence, edited by The 
Business Week, New York, in such 
a way as to tell the story of the 
magazine and to show the interests 
of the business executives who are 
readers. 


187. A Pictorial Survey of the Ho- 
tel and Restaurant Markets. 


Two big sections of the enormous 
institutional market are here pre- 
sented in interesting style in a 36- 
page booklet. The contents include 
number and distribution of hotels 
and restaurants, buying methods, 
sales methods, etc. Issued by the 
Ahrens Publishing Company, New 
York. 


196. Controlling Factors in Selling 
to the Food Field. 


A folder presenting a clear, con- 
cise picture of the modern food field, 
the distributive groups comprising 
it and their functions. Shows how 
a single publication gives coverage 
of the controlling factors. Prepared 
by The Food Trades Publishing Co., 
publishers of The New Era in Food 


necessary to success today. 
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get up on chilly mornings. 


APPLIED PSYCHOLOGY 


— London Passing Show 


The poster artist uses his summer posters to enable him to 


An Agency’s Opinion 
of “Night Watch” 


To the Editor: The title of the 
woodcut used in the enclosed adver- 


“Night Watch” 


Wood-cut by Rockwell Kent used 
in advertising of American Car and 
Foundry Company. 


tisement of the American Car and 

Foundry Company is “Night Watch.” 

It is, however, suggestive of a new 
slogan: “Asleep at the Switch.” 
Rickarp Apv. AGENCY 

Trenton, N. J. 


* * * 


Another Agency Likes 
Mr. Pickens’ Copy 


To the Editor: The writer of the 
newspaper advertisement signed by 
Safeway Stores and headed, “Let’s 
Face the Future—the Past Is His- 
tory,” certainly should be given rec- 
ognition as one of the keen business 
philosophers of today. 

I’ve read and we all have, reams 
of comment and advice on what to 
do about licking the old bug-aboo of 
the times. But who, I ask, has more 
pointedly presented a formula that 
abounds in good common sense and 
subject to practical application — 
particularly the call to good, hon- 
est work, intelligent economy and 
sane living? 

It seems to me this advertisement, 
which was published generally all 
over the Safeway territory from the 
Mississippi Valley West, is worthy 


Distribution. 


of editorial comment. 


Voice of the Advertiser 


The writer of the message was 
S. J. Pickens, advertising director 
of the Safeway Organization, who 
1S an expert merchandiser and 
student of human nature. 

S. G. SWANBERG 
Vice-Pres., 
Botsford-Constantine Co., 
San Francisco 


* * * 


w. b.’s and p. a.’s 

To the Editor: Whoa, there! Copy 
Cub blasts the public relations coun- 
sel by reporting such a tradesman 
is adopting a technic which is “just a 
snooty variation of press agent.” 

Sez-he? Ver’well, let’s get this out 
of the pan. A press agent has long 
been a hybrid reporter and adver- 
tising gent. It was his job to get as 
much stuff past the city editor as 
possible. Usually the stuff was 
baloney and so today editors main- 
tain gross w. b.’s to encompass all 
the p. a. bunkum that enlarges their 
mail. 

_ True, many alleged public rela- 
tions counsels are still press agents, 
but there are public relations coun- 
sels (a few) who are as far removed 
from the p. a.’s as, oh say, Al Smith 
is from the average congressman. 

Otherwise Copy Cub travels in 
fast company—that is he’s good. 
Louis G. DE ARMAND 
Davenport, Iowa 


* * * 


Gentleman of Leisure 
To the Editor: After ten years as 
general sales and advertising man- 
ager of Arbuckle Bros., I have re- 
signed. I am now a gentleman of 
leisure for the first time in more 
than 25 years, and am enjoying it. 
When I start to buckle on the busi- 
ness harness again, I will advise you 
of my new address. 
THOMAS McMULLEN 
Brooklyn, N. Y. 


* * * 


Finds Sanctuary 


for Dollar Investment 


To the Editor: I am enclosing 
money order for $1.00 to cover my 
subscription for one year.- 

Each issue is more interesting than 
the ones preceding it, and I consider 
this one of my best dollar invest- 
ments. 


MARGARET J. MELLY 
Foster Brothers, 
Boston, Mass. 
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ADVERTISING AGE 


Famous Damage 
Suit Dismissed 


by Federal Jury 


The right of a manufacturer to 
refuse to sell to dealers who do not 
maintain re-sale prices was again 
upheld in Chicago February 2, when 
a jury in the Federal Court returned 
a verdict for the defendants in the 
$750,600 damage suit of Sidney- 
Morris & Co., of Chicago. 

This stationery concern alleged 
the existence of a conspiracy to in- 
jure its business, because it did not 
retail its merchandise at the prices 
customarily demanded by other deal- 
ers, but at lower prices. 


Originally the suit named 92 de- 
fendants, but the Federal Court for 
the Northern District of Illinois ac- 
quired jurisdiction only of the Na- 
tional Stationers Association, F. S. 
Webster Company, Carlson Broth- 
ers, Brooks & Co., Wilson-Jones 
Company, W. A. Sheaffer Pen Com- 
pany, Sengbusch Self-Closing Ink- 
stand Company, Art Metal Con- 
struction Company, Standard Paper 
Manufacturing Company, National 
Envelope Company, Bates Manufac- 
turing Company; 

Scovill Manufacturing Company, 


American Lead Pencil Company, 
Stationers Loose Leaf Company, 
Eagle Pencil Company, Horders’, 


Inc., Harry Horder, Fred P. Sey- 
mour, Associated Stationers Supply 
Company, Fletcher B. Gibbs, H. R. 
McCleary, Charles C. Carpenter, 
John W. Ogren, H. E. Waldron, 
Frank Gibbs and J. A. White. 


Joins Newspaper 


Louis T. Prevost has left the 
Hurd Advertising Co., Bridgeport, 
Conn., to join the advertising staff 
of the Bridgeport (Conn.) Post- 
Telegram. 


Dealers C urtail 


Return Privilege 
Milwaukee, Wis., Feb. 5— 
Stores doing 65 per cent of the 
retail business of the city have 
signed an agreement regulat- 
ing the return of merchandise. 
The rules, effective at once, 
are intended to curb the ac- 
tivities of chronic returners of 
goods, estimated to cost retail- 
ers $20,000 per day. 


Utah Bill Hits at 
Outdoor Advertising 


Outdoor advertising firms of Utah 
will have to pay a tax and submit 
to certain regulations if a bill pre- 
sented to the Legislature is passed. 

The tax would be three cents a 
year a square foot in addition to 
an annual license fee of $100. The 
State Road Commission would have 
charge of enforcing the law, and 
the power to decide whether any 
board might be harmful to property, 
or contrary to the public interest. 

Advertising structures would not 
be permitted within 500 feet of a 
highway or railroad intersection, 
where they might obstruct the view, 
and none could be erected on high- 
ways, parks, or other public prop- 
erty, without written permission 
from the highway board. 

Firms outside of Utah would have 
to post a $1,000 bond guaranteeing 
compliance with these regulations. 


Corey on Leave 


Harris L. Corey, of Manufac- 
turers’ Advertising, Inc., Toledo, O., 
has been granted a three months’ 
leave of absence, during which he 
will represent the National Photog- 
raphers’ Association in special work 
on the Pacific Coast. 


Two for Miller 


The rw Agency Company, 
Toledo, O., is now handling the ad- 
vertising of the Akron (O.) Lamp 
Company and the Willknit Hosiery 
Co., Greenfield, O. 


— 
31 of a 
Series 

of 

inform- 
ative 
announce- 
ments 


money, save 


how. 


‘. best possible ammunition for 
your share of the 1931 volume of 
business are these six SALES 
GUIDES. They analyze, classify, 
dissect and orient the architect. Save (\ 


availing yourself of this thirty-thou- 
sand dollar service. Let us tell you 
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time, save effort by 


There are listed in THE SCRIBNER 
SALES GUIDE to the ARCHI- 
TECTS OF THE MIDDLE WEST 


85 cities 
1680 offices of practicing architects 
3376 names of firm members 
6111 telephone numbers 
539 specification writers 
500 designers 
813 key-draftsmen 
411 office “ee 
16 engi 
2 presi cone 
2 vice-presidents 
2 superintendents 
1 librarian 
1 technical director 
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TECTURE 


EDITED BY ARCHITECTS FOR ARCHITECTS 


CHARLES SCRIBNER’S SONS, Publishers 
597 FIFTH AVENUE, 


NEW YORK CITY 
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Photo showsEmpire State Build- 
ing, world’s tallest structure, 
Alfred E. Smith is president of 
owning and operating company. 


building come 


words of wisdémb 


‘It doesn’t make any difference what kind 
of accessories for automobiles are adver- 
tised along the roadside. You alway have 


to take whatever kind the man wants 


to sell you when you get to a garage.” 


...said Alfred E. Smith, fourtimes 
governor of the Empire State, to 
the New York Advertising Club. 


Alfred E. Smith may not be an 
expert on advertising and mer- 
chandising. But he certainly 
knows the fundamentals. 


His opinion confirms Motor’s 
often-stated claim that selling 
the retail outlets is one of the 
most important steps in market- 


ing automobiles and accessories. 


Blearst wsinaee Placaztues 


MOTOR — 


AMERICAN DRUGGIST — AMERICAN ARCHITECT — AROMATICS 


57th Street at Eighth Avenue, New York, N. Y. 


Western Club 
Launches Talks 
on Advertising 


San Francisco, Cal., Feb. 5—The 
San Francisco Advertising Club has 
inaugurated a series of weekly edu- 
cational talks over the radio on 
“The Value of Advertising and How 
It Serves the Public.” These talks 
are on the air every Wednesday 
afternoon over station KGO, San 
Francisco, with stations KGW, 
Portland, and KOMO, Seattle, listen- 
ing in. 

The list of speakers and subjects 
are given below: 

Jan. 28—Earl Burke, president, 
San Francisco Advertising Club, 
“What Advertising Means to You.” 

Feb. 4—John Cuddy, managing di- 
rector, Californians, Inc., “How Ad- 
vertising Serves the Housewife.” 

Feb. 11—L. W. Lane, publisher, 
Sunset Magazine, “Raising the 
Standard of Living Through Adver- 
tising.” 

Feb. 18—Henry Q. Hawes, vice- 
president, McCann-Erickson, Inc., 
“How Advertising Affects the Goods 
We Buy.” 

Feb. 25—Reginald Biggs, sales 
manager, The Emporium, “Adver- 


tising as an Educational Medium.” 

March 4—K. C. Ingram, manager, 
Lord & Thomas and Logan, “Adver- 
tising--The Public’s Moneysaver.” 

March 11—Mrs. Beatrice Woer- 
ner, advertising manager, The White 
House, “How Advertising Protects 
You as a Buyer.” 


March 18—Rollin C. Ayres, adver- 
tising director, Zellerbach Paper Co., 
“The Road to Happiness — Adver- 
tising.” 

March 25—K. L. Hamman, pres- 
ident, Hamman-Lesan Co., “Choos- 
ing Advertising as a Career.” 

April 1—Harry F. Anderson, sales 
manager, National Broadcasting Co., 
“Entertaining the Public—A New 
Use for Advertising.” 


Start New Weekly 

The Norwalk (Conn.) Bulletin has 
begun publication every Saturday, 
listing the time and place of meet- 
ings of clubs of all descriptions, 
with a directory of churches, and 
schedules of trains, buses and 
trolleys. 

The publication is similar to The 
Stamford Guide, now in its third 
year. 


Weiss with Critchfield 
Edward H. Weiss, formerly presi- 
dent of the Edward H. Weiss Com- 
pany, Chicago, announces his con- 


nection with Critchfield & Co., also 
af Chicown oes viee-nresident, 


Snyder & Gebhart 
Organize Agency 

A. A. Snyder and Lee Gebhart 
have formed Snyder & Gebhart as 
an advertising agency in New York, 
with offices at 47 West 34th Street. 

Mr. Snyder has done special work 
for L. Bamberger & Co., Newark, 
N. J.; Abraham and Straus, Brook- 
lyn, and others, and has contributed 
to many business journals. 

Mr. Gebhart has been identified 
with national campaigns, including 
the Lehigh Airports Competition of 
the Lehigh Portland Cement Com- 
pany. He was with the United Press 
for several years. 


“Johnson to French Lick 


Hai Johnson, former advertising 
and sales promotion manager of the 
Wahl-Eversharp Company, Chicago, 
has become director of sales and ad- 
vertising for Pluto water and 
French Lick Salts, products of the 
French Lick Springs Hotel Co., 
French Lick, Ind. 


In Coast Campaign 


The E. F. Pharmacal Co., New 
York City, manufacturer of Acitabs 
and Juvenol, has begun an Atlantic 
coast campaign, using newspapers 
from Maine to West Virginia. 

The Hurd Advertising Agency, 
Bridgeport, Conn., handles the ac- 


court. 
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“The HOME 
TOWN PAPER 
of the 
FREE-EST SPEND- 
ING CITY in the 
WORLD” 


More than 55,000 copies going regularly each week to 212,025 
readers (by actual check), furnish proof enough that it takes more 
than hard times to affect the ardor of the folks who comprise 
“Amusement Town.” 1931 finds them hard at work. 


airs, parks, theatres, pools, rinks, auditoriums, cir- 
uses, carnivals and a long list of other attractions 
ust be put in tip-top shape. 


nd Amusement World, the fourth largest industry 
n the country, is on its way to the market with the 
iggest budget in its history. 


ff »Complete Coverage — 
—_— Indoor and Outdoor 


The leaders of this great industry read The Bill- 
Board. They appreciate its dominant position 
and they are peculiarly loyal to its advertisers. 
It is their paper. It is the oldest (36 years) and 
largest publication serving this important field. 


v v v 
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25-27 Opera Place, Cincinnati, Ohio 


Write for a copy of a 
new and _ interesting 
analysis of this unus- 
ual market. It is free 
for the asking. 


SAN FRANCISCO 
PHILADELPHIA 


KANSAS CITY 
CHICAGO 


ST. LOUIS 
NEW YORK 


--- HOSPITAL 
MANAGEMENT 
is the best buy in 
the hospital field ... 
ask for data folder just 
issued full of facts and 


figures . . 2« « « « 


Hospital Management, Chicago 
537 South Dearborn Street 


Explain New 
Sales Policy 
of Browning 


St. Louis, Mo., Feb. 5—Details of 
the decision of the Browning Arms 
Company, of this city, to eliminate 
the sporting goods jobber and dealer, 
and sell direct to the consumer, are 
given in the current issue of Sporting 
Goods Dealer, which said: 

“J. E. Russell, general manager, is 
in charge at St. Louis, and M. O. 
Launch, advertising manager, and a 
number of other executives will also 
make their headquarters in St. Louis. 
All shipments of guns will be made 
from St. Louis, except that Western 
business will be handled from Ogden. 
“In adopting its new direct selling 
policy, the Browning company en- 
tirely eliminated the jobber. It was 
stated that dealers, however, will be 
allowed to deduct ten per cent, or 
$4.97, from orders sent in by them, 
but dealers will not be asked to carry 
a stock. 


“None of the company’s advertis- 
ing which has thus far appeared has 
suggested to any prospective pur- 
chasers that they order through 
dealers. All orders from either con- 
sumers or dealers are on a strictly 
cash basis, and remittance must ac- 
company the order or it will be sent 
Cc. O. D. 

“A reduction in prices also was 
announced by Browning. The com- 
pany’s 16 and 12-gauge automatic 
shotguns now are listed at $49.75 
each. The 16-gauge formerly sold at 
$65.50 and the 12-gauge at $61. 


Reasons for Change 

“In outlining the reasons why the 
Browning company changed its dis- 
tribution policy, Manager Russell ex- 
plained that it was due to several fac- 
tors, including the lack of control 
over cut prices on Browning arms 
by mail order houses. 


“It was also stated that jobbers 
and dealers had been allowing their 
stocks of Browning guns to dwindle 
in the last few years. 

“Jobbing houses in general also 
were said by company executives fre- 
quently to have sold Browning arms 
to individual purchasers at wholesale 
prices, and this was given as a con- 
tributing factor in the company’s de- 
cision to sell direct to consumers. 


“In discussing the company’s lack 
of control over the selling prices of 
mail order houses, Mr. Russell said 
that one mail order buyer stated that 


we could buy Browning guns, if we 
cared to.’ 

“When asked by The Dealer if the 
Browning company would take back 
any stock of guns remaining on job- 
bers’ or dealers’ shelves, Mr. Russell 
said: ‘We haven’t fully decided. We 
are still giving this our considera- 
tion.’ 

“The company claims that national 
service on its arms will be maintained 
through 250 service stations. When 
the point was raised as to whether 
dealers or gunsmiths would make any 
special effort to service a brand ot 
gun, on the sale of which they were 
allowed only ten per cent margin, it 
was stated that no difficulty was ex- 
pected on this ground, and that deal- 
ers and gunsmiths were expected to 
service the guns just as readily as 
during past years. 

“Browning guns are manufactured 
in Liege, Belgium. Stocks will be 
made at St. Louis, it was stated. The 
company also reports that it will soon 
place on the market a new over-and- 
under gun, on which John Browning 
was working at the time of his death, 
and which will be sold at a ‘moderate 
retail price,’ direct to the consumer. 
Several other new models are now in 
course of production, according to the 
company.” 


Handle Automotive 
Copy in Europe 


The European offices of Erwin, 
Wasey & Co. have been appointed to 
handle the advertising of the Chrys- 
ler, Plymouth, Dodge and De Soto 
automobiles throughout Europe. 


New Member of P. A. C. A. 


The University Advertising Club, 
of the University of Southern Cali- 
fornia, Los Angeles, has been ad- 
mitted to membership in the Pacific 
Advertising Clubs Association. 

This brings the number of affili- 
ated clubs to 31. 


Becomes Sole Owner 


Harry M. Breslin has purchased 
the interests of his partner, Claude 
H. Peters, in the Peters and Breslin 
Press, St. Paul. 

Mr. Breslin represented the Town 
Criers Club, of St. Paul, at the Lon- 
don advertising convention in 1924. 


Weber with Stedfeld 


Martin J. Weber, formerly pro- 
duction manager for the Carey- 
Craft Press, New York, has been 
engaged in the same capacity by the 
H. L. Stedfeld Company, New York 


Poclusts Food 
for One Meal, 
Corbaley Idea 


Although the food field has been 
one of the leaders in packaging, Gor- 
don C. Corbaley, president of the 
American Institute of Food Distri- 
bution, New York, who spoke be- 
fore the Chicago Advertising Coun- 
cil recently, predicted that the move- 
ment would be continued, and that 
repackaging would be necessary in 
many instances. 

“The package must be determined 
not only with reference to attrac- 
tive presentation,” he said, “but so 
as to provide the quantity needed 
for a single meal. Small packages 
do not mean waste, because they pre- 
vent waste of left-overs.” 

Mr. Corbaley said that the food 
market is expanding, in spite of the 
general belief that people are eating 
less. They are eating a greater va- 
riety of things, and they are eating 
those things which are presented in 
the most attractive style and appeal 
most strongly to the appetite. Cal- 
ory-limitation of food consumption, 
he insisted, is a myth. 

Need More Advertising 

With reference to distribution, he 
said that 1,000,000 people are en- 
gaged in this branch of the industry, 
and that more advertising to the 
trade is needed to smooth the path 
of food products on their road to the 
consumer. 

The speaker praised the work of 
food chains in improving distribution 
methods, but said that they had 
found that slot-machine methods of 
merchandising are inadequate, and 
that service to the consumer must 
be included. 

Among those at the speakers’ table 
were Miss Lita Bayne, associate edi- 
tor of the Ladies’ Home Journal; 
Miss Bessie Brooks West, of the 
Kansas State Agricultural College; 
Miss Harriet W. Allard, of the 
Household Magazine; Miss Edith M. 
Barber, home economics consultant, 
and Miss Florence Pope, of the Uni- 
versity of Chicago. 

O. C. Harn, chairman of the Coun- 
cil, presided, and the speakers were 
introduced by Paul I. Aldrich, of 
The National Provisioner and the 
New Era in Food Distribution. 


Kitzinger’s New Duties 

L. I. Kitzinger, well known mem- 
ber of the Adcraft Club of Detroit, 
has been elected vice-president of 
Advertising Artists, Inc., South 


‘there are 100 jobbers from whom 


agency. 


Bend, Ind. 


TRAVELING SALESROOMS USED BY WILSON BROTHERS 


samples. 


Wilson Brothers, Chicago, have completely motorized their sales organization. This is 
the interior of one of the special bodies which accommodate the salesmen and their 
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SAMPLING OF 
SERVICE URGED 


Niagara Falls, N. Y., Feb. 5— 
“Service sampling,” developed origi- 
nally by department stores, has been 
adopted by other types of organiza- 
tions, Byron F. Field, superintend- 
ent of the training division, Com- 
monwealth Edison Company, Chica- 
go, told the personnel and public re- 
lations conference held here this 
week by the American Management 
Association. 


A. B. Gates, director of training, 
Eastman Kodak Co., presided at this 
session on sales training. 


“Banks, railways, hotels and sales 
divisions of all kinds of manufac- 
turing organizations which have 
been somewhat complacent in feel- 
ing that their personal service was 
excellent,” said Mr. Field, “have 
generally been surprised to find that 
there is much to be done. 


“This is true regardless of 
whether the surveys have taken the 
form of questionnaires to customers 
or service sampling. In the latter 
case, make-believe customers carry 
on what appear to be normal busi- 
ness relations with employes, and 
then rate those employes to deter- 
mine how well they are living up to 
the guide which has been set. 

“Such surveys also help to deter- 
mine whether the guide itself makes 
for satisfactory business dealings 
with customers.” 


Group Meetings Helpful 

Mr. Field said that the latest plan 
of raising standards is to hold group 
meetings to discuss customer needs, 
employes attempting to place them- 
selves in the customer’s position. 

“With the encouragement of supe- 
riors, employes themselves,” he said, 
“are preparing guides of personal 
service which will indicate how best 
to carry on dealings with customers. 
It is generally found that genuine 
interest in the buyer, the furnishing 
of complete and accurate informa- 
tion, the using of understandable 
speech and the observance of the 
usual courtesies are indispensable. 
Personal appearance also has a defi- 
nite influence on the customer’s re- 
action.” 


Miss Bess Bloodworth, vice-pres- 
ident in charge of personnel for The 
Namm Store, said that analysis of 
customers often dictates the kind of 
sales help to be employed. 


“If it is found that most of the 
customers belong to the working 
class, an entirely different type of 
saleswoman ought to be _ selected 
than if the store is catering to what 
we term in New York, ‘The Park 
Miss Bloodworth 


explained. 


She said that employes tend to 
reflect to the public the courtesy or 
its lack received from their em- 
ployers. 


Miss Bloodworth explained that 
initial training in the Namm store 
consists of two full days of class- 
room instruction in which the new- 
comer is taught the store history, 
policies and systems. Proper ap- 
proach to the customers is stressed. 

The employe is then turned over 
to the department of which le or she 
is to be a part, and put in charge 
of a sponsor who is responsible for 
ironing out complicated systems and 
answering all questions. 

Changing stock and merchandise 
conditions are discussed at weekly 
department meetings, while semi- 
monthly gatherings are held by the 
section manager or floor superin- 
tendent to explain changes in system 
or general store policies. 


Moulton Honored 
by Boston Club 


George D. Moulton, treasurer of 
the Advertising Club of Boston, was 
presented with a desk set and clock 
at the January 27 meeting of the 
Advertising Club of Boston. 

The presentation was made _ by 
Carroll J. Swan, who, with Mr. 


Moulton, was a member of the or- 
ganization which preceded the pres- 
sent club. 

Mrs. Moulton was presented with 
a bouquet of roses. 


YOUNG ADVERTISING MAN AND HIS BOSS 


On the left, Elliott Roosevelt, son of Franklin Roosevelt, 
Governor of New York, who has thrown in his lot with Albert 
Frank & Co., New York, and Frank J. Reynolds, president of the 
agency. 


House Papers 
Are Published 
by 21 Hotels 


New York, Feb. 5—At least 21 
hotels publish house or guest maga- 
zines, according to a list compiled by 
Hotel Review. The roll call indicates 
that considerable ingenuity has been 
exercised in the selection of names 
for the magazines: 


Hotel Gibson, Cincinnati, “The 
Gibsonian”; Wm. Penn Hotel, Pitts- 
burgh, “Wm. Penn Points”; Hollen- 
den Hotel, Cleveland, “Hollenden 
Page”; Fenway Hall, Cleveland, 
“Around the Circle’; Hotel New 
Yorker, New York, “New Yorker 
Chatter ;” 


Van Cleve Hotel, Dayton, O., “Van 
Cleve Host”; Knott Hotel, New 
York, “Knott Knotes”; Mark Twain 
Hotel, St. Louis, “The Pilot”; Pal- 
mer House, Chicago, “Palmer House 
Limelights” ; Mayflower Hotel, 
Washington, D. C., “Mayflower 
Log”; Chalfonte-Haddon Hall, At- 
lantic City, “Sand and Spray”; 


Fontenelle Hotel, Omaha, “The 
Fontenellian”; Park Central Hotel, 
New York, “Park Central Views”; 
Drake Hotel, Chicago, “Drake-A- 
Day”; Pennsylvania Hotel, New 
York, “Pennsylvania Daily Regis- 
ter”; Fort Shelby Hotel, Detroit, 
“Fort Shelby News”; The Stevens, 
Chicago, “Stopping at the Stevens”; 
Consolidated Hotels, Inc., Los An- 
geles, “Front”; Neil House, Colum- 
bus, O., “Land Marks.” 


The Wardman Park Hotel, Wash- 
ington, D. C., publishes an unnamed 
paper, while “California Outdoors 
and In,” is the title of a magazine 
issued by a Los Angeles hostelry. 


Green in Merger 
with Knickerbocker 


William Green, a Corporation, 
New York, has merged with the 
Knickerbocker Press, New Rochelle, 
N. Y., and will operate as William 
Green, Inc., an affiliate of the latter. 

William Green has been one of 
New York’s outstanding printers 
since 1886. For the last 12 years, 
the organization has specialized in 
sales promotion and direct adver- 
tising. 


The Knickerbocker Press, founded 
in 1891, manufactures the entire out- 
put of G. P. Putnam’s Sons and 
serves other publishers. 


Palmer Cosslett Putnam, presi- 
dent of G. P. Putnam’s Sons and 
the Knickerbocker Press, becomes 
president and chairman of the 
board of the new company, with 
John J. O’Donnell as vice-president 
and general manager; P. C. Putnam, 
treasurer; J. P. Richmond, comp- 
troller and secretary; and Melville 
Minton, director. Mr. O’Donnell has 
been vice-president and sales man- 
ager of William Green. 


Sales, creative and service staffs 


will maintain offices at 2 West 45th 
street, New York. ' 


Mason with “Melliand” 


James Mason has become Western 
representative of The Melliand, New 
York textile paper. He will make 
his headquarters in Chicago. 


Editors Get 
New Yardstick 


from Anderson 


New York, Feb. 5—‘“Is it useful?” 

This was the new measuring stick 
which the business papers of the 
country must adopt, Arthur D. An- 
derson, editor of the Boot and Shoe 
Recorder, told the National Confer- 
ence of Business Paper Editors at 
their meeting here last week. 

“You must pick up this stick every 
time you write an article,” said Mr. 
Anderson, “and lay it against these 
six simple words: ‘The purpose of 
business is profits.’ :, 


“We are at the beginning of a 
new period, wherein we sense defi- 
nitely that the per capita wealth of 
our people is slowing down. 

“Production of all things—wheth- 
er raised in the soil, mined from the 
earth, or fabricated in industrial 
plants—is in danger of slackening. 
Machines have outrun, not the ca- 
pacity of people to consume, but the 
possibility of paying for what is de- 
sired by them. 

“The new measuring stick of edi- 
torial content in business papers 
should be sharpened at one end to 
produce the effect of a goad. With 


7 


that end, the editorial page can 
urge, instigate, drive and arouse to 
action the desires of business men 
for goods and services that lead to 
those six simple words just men- 
tioned: ‘The purpose of business is 
profits’.” 


DEPARTMENT 
STORES 


purchase an annual 
amount of equipment 
and supplies that in- 
vites intense cultiva- 
tion of this market in 
the publication read 
intently throughout 
these stores. 


RETAILING 


The Fairchild Weekly of 
Modern Methods of Distribution 


8 East 13th Street, New York 


STARTING 


@ 


CLEVELAND - 


NEW YORK 


I9 31 


We are pleased to announce that during 


January appeared 30 new advertisers 


on a yearly contract basis, and 15 


renewal advertisers on an increased 


space basis. 


These figures do not include new contracts 


which started in December, or start 


after January. 


This is a record! 


We believe the answer is 


‘Advertising Value Plus” 


STEEL 


For forty-eight years—IRon TRADE REVIEW 
Published Every Thursday 

PITTSBURGH CHICAGO .- 
Other Penton Publications: 
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LOS ANGELES + LONDON 


Daily Metal Trade - The Foundry - Machine Design - Abrasive Industry - Automotive Abstracts - Marine Review - Power Boating 
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McDarby Promoted | 
N. E. McDarby has been ap- 
pointed vice-president in charge of | 


Form Seattle Agency | 
E. Fred Johnson and William | 
| Dunks have formed the E. Fred 


Johnson Organization, Advertising, 


Company, Auburn, Ind. 


IN THE 
SHOE 
INDUSTRY 


| building, Seattle. 


IT IS 


THE ONLY 


A. B. Cc. 
BOOTend SHOE A. B.P. 


“— PUBLICATION 


: 
3 
5 
3 
» | Covering the 
3 
3 
3 
3 
3 
3 
3 
3 
3 


the publication 
is the 


RETAIL 
SHOE 
OUTLETS 


of the Country 


This unique position 
among business papers 
is the reward of sixty 
years of forward-look- 
ing leadership in the 
shoe industry. 
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branches of advertising. 
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Second Oldest 


Industry Turns 
to Advertising 


ik 
| New York, Feb. 5—Naval stores 


are on the way to modernization 
| after more than three centuries of 
| conservatism, according to Indus- 
|trial and Engineering Chemistry, 
;journal of the American Chemical 
Society. A co-operative advertising 
campaign uniting all interests in the 
industry is planned. 

| “The naval stores industry is per- 
| haps the second oldest American in- 
dustry, first place going to tobacco, 
thanks to the introduction of that 
famous weed into England by Sir 
Walter Raleigh and Sir Francis 
Drake,” the publication said. 

“The English settlers who arrived 
in Jamestown in 1607 established 
the naval stores industry, which 
went on a business basis in 1622 as 
Neill’s Virginia Company of Lon- 
don. The establishment was founded 
upon a commission from Queen Eliz- 
abeth to the English settlement, and 
its primary purpose was to secure in 
the new colonies a suitable supply 
of tar, pitch, rosin, oils and turpen- 
tine, all of which weré-urgently re- 
quired in the construction of wooden 
ships for the English navy and the 
merchant marine. 


“From that day to this, naval 
stores have been among the promi- 
nent industries of our Southern 
states, but until recent years the 
character of the industry changed 
little. 


“Relatively little has been done by 
the producers to improve their prod- 
uct, to eliminate wastes, to conserve 
raw materials, or to expand markets. 
With the passing of wooden ships a 
change in consumption took place, 
and new markets were more or less 
permitted to develop themselves. 


Stress New Uses 
“It has been decided to set up a 
standing committee on turpentine 
advertising to plan a co-operative 
program for all naval stores inter- 
ests. The public at large is to be 
told of the merits of turpentine, not 
only in the manufacture of paints 
and varnishes, but as a thinner, and 
for many other important manufac- 

turing and household uses. 


“An effort is to be made to over- 
come the apathy of producer and 
consumer, to make more firm the 
essential place of turpentine in in- 
dustry, and to stress the fact that 
as yet no complete equivalent has 
arisen to replace it, though its posi- 
tion is being continually challenged 
by competitive materials. 


“Certain reforms are also favored. 
Strangely enough, rosin is still sold 
by the unit of 280 pounds gross, 
this being equivalent to the old 
20 stones of English weight. There 
should be a simplification of the 
number of grades and the elimina- 
tion of unnecessary grades. Uniform 
and improved packages are to be 
adopted. 


“The active interest of the naval 
stores consumers, identified with the 
National Paint, Oil, and Varnish 
Association, is expected to give fur- 
ther stimulation to the work in hand, 
and be potent in initiating further 
effort.” 


Place Food Copy 


The Los Angeles office of Emil 
Brisacher and Staff is now direct- 
ing the advertising of Scudder Food 
Products, Inc., Los Angeles and 
Oakland manufacturers of May- 
flower and Bluebird potato chips. 

Newspapers, outdoor advertising 
and radio will be employed. 


New A. B. C. Member 


The Local Agent, St. Louis, Mo., 
has been admitted to full member- 
ship in the Audit Bureau of Cir- 
culations, Chicago. A _ publisher’s 
statement for the six months ended 
December 31, 1930, has been re- 
leased. 


Samson Goes South 


Milton L. Samson, for three years 
editor of Furniture Journal, Chi- 
cago, has become editorial director 
of Furniture Merchandising, for- 
merly Southern Furniture Journal, 
Charlotte. N, C, 


Detroit, in 1931. 


HOW KELVINATOR HELPS ITS DEALERS 


Etre Profits 
with 


REIVENATOR 


Here is some of the direct mail material which will play 
an important part in sales promotion plans of Kelvinator, Inc., 


Yaw’s New Connection 

Howard H. Yaw, formerly vice- 
president of Ewing, Jones & Hig- 
gins, Philadelphia agency, has be- 
come manager of the research-mer- 
chandising department of Martin- 
Pilling-Shaw, Inc., of that city. 

Effective February 16, Martin- 
Pilling-Shaw will handle the adver- 
tising of the New York Pie Baking 
Company. 


Directs Radio Sales 


Harry T. Porter has been ap- 
pointed general sales manager of 
the Pilot Radio & Tube Corp., of 
New York and Lawrence, Mass. Mr. 
Porter has been with the radio in- 
dustry for two years, after more 
than 20 in the cigarette field. 

Pilot is planning an aggressive 
1931 campaign. 


Brokers Move 

The Washington Advertising 
Brokerage Co., Seattle, has moved 
from the Lloyd building to the Se- 
curities building. 

The company acts as brokers for 
the Street Railways Advertising Co., 
Pacific Railways Advertising Co., 
ng the Motor Coach Advertising 

0. 


New Member A. N. A. 


Electrolux Refrigerator Sales, Inc., 
New York, has been admitted to 
membership in the Association of 
National Advertisers, New York. 

William Reynolds, advertising 
manager, will represent the com- 
pany. 


Mullin’s New Role 


Thomas Mullin, business manager 
of the Salt Lake Telegram, has been 
appointed advertising director of the 
Telegram and of the Salt Lake 
Tribune. The latter recently pur- 
chased the former and will publish 
it at the Tribune Building. 


Promoted by Chain 


Howard Gruehl, who has been ad- 
vertising production manager of the 
Eastern Outfitting Co., Los Angeles 
chain, has been appointed advertis- 
ing manager. 

He formerly conducted an agency 
in Los Angeles. 


Press Membership 
for College Chief 


Dr. M. Lyle Spencer, president of 
the University of Washington, was 
presented with a life membership in 
the Washington Press Association 
at the 19th annual institute of state 
newspaper men in Seattle last week. 


Campaign for Sprayer 


The Sun Advertising Company, 
Toledo, will place a campaign for 
the De Vilbiss Company, manufac- 
turer of sprayers, emphasizing the 
value of throat spraying in the pre- 
vention of disease. 


Plan Gridiron Dinner 


The annual Gridiron Dinner of the 
Des Moines (Iowa) Advertising 
Club, Ince., will be held March 3. 


45,000,000] 


FORTY FIVE MILLION 
DOLLARS available from 
the Government to 
Purchase FARM SUPPLIES! 
ARE YOU INTERESTED IN THESE 


SALES OPPORTUNITIES ? 


A SURVEY COVERING SUPPLIES 
NEEDED AND SOLD THRU SEED 
STORES FURNISHED ON REQUEST 
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ADVERTISING AGE 


ETHYL BACKED 


BY $12,000,000 
APPROPRIATION 


Is World’s Best Advertised 
Product 


New York, Feb. 5—About $10,- 
192,000 was spent by 47 refiner li- 
censees in advertising Ethyl gaso- 
line in 1930, a survey by the Ethyl 
Gasoline Corporation indicates. 
These 47 licensees represent only 50 
per cent of the total number, but 
they account for more than 70 per 
cent of all Ethyl gasoline sold. 

The Ethyl Gasoline Corporation, 
of which L. P. Locke is advertising 
manager, spent enough money for 
advertising during the year to bring 
the total to $12,000,000, which 
Mr. Locke believes to be more than 
is spent for any other one product 
in the world. 

Since most of the licensees operate 
in a limited territory, national mag- 
azines were automatically ruled off 
the list of mediums. Here is the 
rank of each local medium, as at- 
tested by the amount of money spent 
in it: 


Newspapers Lead 

Newspapers, $3,019,000, or 48.1 
per cent; outdoor advertising, 27.5 
per cent; station signs, 9.8 per cent; 
radio, 5.2 per cent; direct mail, 2.3; 
trade papers, 2.0; farm papers, 0.8; 
other, 4.3 per cent. 

In his analysis, Mr. Locke com- 
mented on the surprising popularity 
of radio, which is gaining more rap- 
idly than any other medium. 

“Farm papers,” he commented, 
“do not seem to come in for their 
full share of expenditure. It is a 
medium of known value, and since 
the farm represents a considerable 
portion of the total domestic econ- 
sumption of motor fuel, it would 
seem that a small percentage was 
devoted to this market. 

“Almost half of the total expen- 
ditures by licensees goes into news- 
papers, with outdoor advertising 
second. This is natural because of 
their known value and_ because 
there are few oil companies whose 
distribution will permit the use of 
national mediums. 

“Station signs are third in im- 
portance. This is to be expected be- 
cause of the obvious value of adver- 
tising at the point of sale.” 

The total average advertising ex- 
penditure by licensees was slightly 
more than one-half cent per gallon. 
To get a truer picture, the licensees 
were divided by groups, according 
to volume of business. 


The Group Analysis 


In Group 1, representing refiner 
licensees who sell less than 10,000,- 
000 gallons of Ethyl gasoline, 23 of 
the total sent in advertising reports. 

The average per gallon expendi- 
ture for advertising Ethyl by this 
group is slightly more than one cent. 
The relation of sale of Ethyl gaso- 
line to total gasoline sales in this 
division is 18 per cent. 

Group 2, representing refiner 
licensees who sell from 10 to 25,- 
000,000 gallons of Ethyl gasoline, 
constitute 13 of the total sending in 
advertising reports. 

The average per gallon expendi- 
ture for advertising Ethyl for this 
group is slightly more than one-half 
cent. The relation of Ethyl gasoline 
sales to total gasoline sales in this 
division is 21 per cent. 

In Group 8, representing refiner 
licensees who sell more than 25,000,- 
000 gallons of Ethyl gasoline, 9 of 
the total sent in advertising reports. 

The average per gallon expendi- 
ture for advertising Ethyl by this 
group is one-half cent. The relation 
of Ethyl gasoline sales to total gas- 
oline sales in this division is 22 per 
cent. 

“It will be noted,” was the com- 
ment, “that the greater the total 
sales of Ethyl gasoline, the greater 
the percentage of Ethyl sales to 
total gasoline sales. Moreover, the 


HEADS FILM SERVICE 


Francis Lawton, Jr. 
Mr. Lawton has become president 


of General Business Films, Inc., 
New York, which represents several 
hundred theaters in the booking of 
advertising films. 


per gallon advertising expenditure 
of Ethyl gasoline is much greater 
in group 1 than in groups 2 and 3. 

“These figures have a tendency to 
show the direct relation of advertis- 
ing expenditure to sales and to per- 
centage of Ethyl of total gasoline 
sales.” 


Pay Usual Dividends 


General Motors Corporation earn- 
ings for 1930 are estimated at $3.17 
a share on common, which leaves a 
margin of 17 cents abeve the $3 an- 
nual dividend. 

The Paramount-Publix Corpora- 
tion, increasing net earnings by 18 
per cent over last year, set a new 
record. Profit was $6.15 a share. 


Newspapers Score 


For Insurance |™°" 


The Reliance Life of Pittsburgh, 
pleased with leads obtained from ad- 
vertising in daily newspapers last 
year, has doubled the appropriation 
for this medium in 1931. Forty- 
three newspapers in 33 cities are on 
the schedule. 


Absorbs Chefs’ Paper 


With its February issue, The Na- 
tion’s Chefs, Chicago, became a part 
of the Hotel Bulletin, of that city, 
the new name being Hotel Bulletin 
and The Nation’s Chefs. 


Farm Paper Moves 


Northwestern Farmer and 
Rancher, formerly published at 
Sheridan, Wyo., has moved to Cas- 
per, Wyo. 


F.L.Miller Sees 
Opportunities 
in Depression 


Rochester, N. Y., Feb. 5—Now is 
the time to advertise, Franklin L. 
Miller, general manager of the 
Curtis Publishing Company and the 
Saturday Evening Post, told the 
Ad-Venturers of the Rochester Ad- 
vertising Club at a luncheon here. 
Mr. Miller spoke on “Advertising and 
Selling.” 

In periods of business depression, 
the speaker pointed out, organiza- 
tions with resources and saleable 
merchandise can lay the foundation 
for future growth which will pay 
many times the money expended. He 
said the Curtis Publishing Company 
will spend approximately $2,000,000 
for advertising the Post, the Ladies’ 
Home Journal and the Country Gen- 
tleman in 1931. This, he said, is 
double the firm’s advertising expen- 
diture for last year. 

Mr. Miller said this indicates that 
his organization is practicing what 
it is preaching. He said that organ- 
izations which increase advertising 
expenditures during period of busi- 
ness depression also profit by in- 
creased reader interest due to cur- 
tailment programs practiced by 
others. 


Alspaugh To Address 
Clothiers Convention 


The National Association of Re- 
tail Clothiers and Furnishers, which 
will hold its 18th annual business 
conference in Chicago February 9- 
12, will hear R. B. Alspaugh of the 
University of Chicago speak on 
“New Merchandising and Operating 
Standards.” 


Sales Near Normal 


Colgate-Palmolive-Peet Company’s 
sales in were $98,601,662, 
against $100,565,166 in 1929, with 
earnings of $3.76 a share on com- 


The William Wrigley, Jr., Com- 
pany showed a net profit of $11,404,- 
091, as compared with $11,454 296 
for "the year before. 


“Credit Monthly” 


Takes New Name 


Credit Monthly, New York, since 
1898 the official publication of the 
National Association of Credit Men, 
will be known as Credit and Finan- 
cial Management beginning with the 
February issue. 


Randolph Joins Agency 


Julian P. Randolph has discon- 
tinued his own research business in 
San Francisco to join the Hamman- 
Lesan Company, Inc., of that city as 


research manager and space buyer. 


BANKRUPTCIES 
STIR SHOE MEN 


New York, Feb. 5.—Retail shoe 
advertising was subjected to scath- 
ing criticism by Harold C. Keith, 
president of the National Boot and 
Shoe Manufacturers’ Association at 
a one-day meeting here. Mr. Keith 
attributed much of the public indif- 
ference to shoes to the consistent 
“trade-down” advertising employed 
by dealers. 


“How can the public understand 
such statements as ‘Shoes, $6.98. 
Usually sold in $12 to $25 ahope’?” 
demanded Mr. Keith. 


He also chided the shoe manufac- 
turers themsélves for their fight for 
volume, regardless of other consid- 
erations. 


“Isn’t it time to base our opera- 
tions on the probable volume we can 
reasonably expect?” he asked. “How 
many of us are analyzing our ac- 
counts? Are we eliminating unprof- 
itable ones? 


“How long are we going to quote 
unsound prices and terms, allow un- 
earned discounts, permit unjustifi- 
able returns, sell goods on consign- 
ment, extend unwise credits and 
stand for fraudulent failures? What 
we need is backbone and no one else 
can give us that.” 


Act on Bankruptcies 

The convention was featured by 
round table discussions by groups, 
one of which discussed standards for 
grading shoe sizes. Another, directed 
by Charles Ault, of the Ault-Wil- 
liamson Shoe Co., Auburn, Me., de- 
cided to set up machinery to take 
care of bankruptcies, and discussed 
establishment of a collection bureau. 

Jay O. Ball, managing director of 
the association, said some of the in- 
dustry’s ills have been due to too 
many style shows. He said there 
were 33 in 1927, 12 in 1928, and 7 
in 1930, with a further reduction in 
number this year. 

“We will hold in November, a 
great sales week under the direction 
of the National Boot and Shoe Man- 
ufacturers’ Association, with an ex- 
pected participation of over 200 
manufacturers,” he said. 

“This will be a seasonal opening 
and sales week, to enable buyers to 
determine style trends at the begin- 
ning of the real season for success- 
ful buying and selling.” 

Roger A. Selby, president of the 
Selby Shoe Co., Portsmouth, O., was 


elected president of the association. 


Simons In St. Louis 


Harry C. Simons, a former presi- 
dent of the Advertising Club of 
Columbus, Ohio, has located in St. 
Louis as sales and advertising di- 
rector of the International Shoe 
Company. 


Appointed Representative 

Ingraham-Powers, Inc., has been 
appointed national advertising rep- 
resentatives for the Boulder (Colo.) 
News-Herald. 


A Complete 
Produetion Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;: 310 East 45th St. 
CHICAGO + 210 So. Despliaine St. 


and 34 other cities 


The Ambassador is the 
pied-a-terre of many of 
the most important 


personalities in adver- 
tising, banking in- 
ustrial circles. 


The 
Ambassador 


PARK AVENUE at Slet STREET 
NEW YORK 
ATLANTIC CITY LOS ANGELES PALM BEACH 


Advertising 
Plates 


.*°P & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
viee that advertisers appreciate. 


“P & A” Service is evidenced in the 
co-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


Electrotypes 
Nickeltypes 
Lead Moulds 
Stereotypes 
Newspaper Matrices 


Thirty years continuous 
helpful service to advertisers 


Partridge & Anderson Company 


LLOYD C. PARTRIDGE, President 


712 Federal Street 


+ Chicago 
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Bond Features 
Campaign on 
Torson Shoe 


Grand Rapids, Mich., Feb. 5—Two 
fundamental appeals—boys’ love of 
outdoor sports and parents’ desire to 
see their sons develop into strong 
healthy men—are the basis for the 
new campaign of the Herold-Bertsch 
Shoe Company on its Torson shoe 
for boys. 

The shoe is_ scientifically con- 
structed on the theory that the active 
adolescent needs definite arch pro- 
tection, if he is to stay in the game 
of sports during boyhood and later 
on, in the game of life. 

National advertising is being run 
in two magazines for boys. Through 
this medium over half a_ million 
American homes will be reached 
monthly. The copy appeal is directed 
primarily to boys and their love of an 
active, outdoor life. Catchy silhouette 
scenes of boys engaged in various 
sports, together with a reproduction 
of the shoe, itself, comprise an im- 
portant part of the illustrations. 

Colorful mailing cards, bearing the 
dealer’s name and reproducing the 
Torson advertisement of the month, 
are furnished the dealer for mailing 
to a selected list of names. 

All of the art work, printing, ad- 


dressing and imprinting of the deal- 
er’s name, is supplied by the manu- 
facturer, and the cards are available 
to the dealers for the nominal cost of 


STAY in the GAME 


-with Torson Arch Shoes 
for Borg 


Many a bench-warmer could have been 4 star — but 
for bis feet. Play safe! Protect your feet! Weer 
TORSON ARCH SHOES FOR BOYS 

TORSONS are scientifically designed to protect healthy 
feet — and keep them bealthy by supporting arches 
correctly. Snappy and stylith in appearance. too, and 
made of tough. serviceable leather. TORSONS are avai 
able at leading shoe stores at $4.50 — and s BOND 
given with each pair is your safequard for healthy feet 
See them at your favorite store, or write Herold-Bertsch 
Shoe Co., manufacturers, Grand Rapids, Michigan, for 
name of nearest dealer. 


1 cent per card, or the cost of the 
postage, where lists of 100 or more 
names are furnished. This identifies 
his store as the place where Torson 
arch shoes for boys may be seen and 
purchased. 


Another tie-in for the dealer is an 
attractive display card with easel 


back, for use in the window or on 
the counter. 

The copy, the mailing cards, and 
the display card, all feature promi- 
nently the guarantee bond that “high- 
lights” the protective qualities of the 
Torson arch shoe for boys. This bond 
tersely describes the built-in features 
of the shoe, sets forth graphically the 
necessity for safeguarding one’s feet 
by protecting the arches, and, in dia- 
gram form, shows the correct scien- 
tific principle of the product. This 
bond will be included with every pair 
of Torsons. 


General Foods 


Forms Subsidiary 


General Foods Corporation, New 
York, has formed a subsidiary, the 
Dunlop Milling Company, to pur- 
chase the trade-marks and other 
assets of the company of that name 
at Clarksville, Tenn. 


Munn Goes West 


James C. Munn has left the Bryan- 
Davis Publications, New York, to 
become central manager, with offices 
in Cleveland, for Power Plant Engi- 
neering, Chicago. 


Veth with “News” 


Joseph J. Veth, formerly of the 
Erickson Company, ha§- joined the 
national advertising staff of the 
Home News, New York. 


OFF THE 


PRESS IN 


FEBUARY 


MARKET DATA for AGENCIES 


instantly available, easy to find 


Advertising Agencies Say: 


“We have always found this 
book of considerable value. It is a 
distinct improvement in the new 
form.” 


“We shall make excellent use of 
this publication as we have in 
previous years. 


“For several years we have been 
keeping a complete file of these 
books, and we refer to them fre- 
quently during the course of the 
year. 


“IF you did nothing more than 
collect, as you do, the important 
statistics compiled by the various 
business papers and by the Gov- 
ernment, the time saved us in 
making industry studies would be 
tremendous.” 


“This is one of the handiest vol- 
umes in our office and it is used by 
practically every member of our 
organization.” 


“The 1930 edition was passed 
immediately to our research de- 
partment. We find it informative 
and useful.” 


“We use the Market Data Book 
almost daily as we are constantly 
in need of information such as you 
furnish on markets and 
publications.” 


“We find the Market Data Book 
unusually handy and valuable for 
agency work, because it is totally 
unlike any other book on 
marketing.” 


“All of us in this agency find the 
Market Data Book extremely 
valuable.” 


“It is a definite and valuable 
contribution to the problem of 
marketing. 


“The tables, graphs and distri- 
ution data preceding each classi- 
fication of publications is invalu- 
able, especially in preparing 
prospective schedules.” 


“It is the most practicable and 
useful reference book of its kind 
we have ever seen. Your method 
of indexing publications makes it 
@ genuine time-saver.” 


channels. 


source book. 


circulations and rates. 


tising agencies. 


The Market Data Book meets in an intensely practical 
way the everyday needs of the advertising agency and 
advertising department for information on a hundred major 
business fields. Here in concise, easy-to-find form are data 
on the size of markets, the number of units in every business, 
the buying habits of trades and industries, and the trends 
that affect the sale of goods to industry and through trade 


The Market Data Book is the ideal quick reference 
It is compiled from more than a thousand 
sources, checked with government and other official figures. 


Here, in a single volume, are the results of innumerable 
independent market surveys, government census findings, and 
business facts obtained from authentic research organizations. 


Also, The Market Data Book contains a complete directory 
of business publications of the United States and Canada, 
carefully classified and indexed, giving all mechanical data, 


The Market Data Book, in its 1931 issue, the tenth 


edition, is the one indispensable reference book for adver- 


Use the coupon below to obtain your copy — 


eee ae 


CLASS & INDUSTRIAL MARKETING, 
537 South Dearborn Street, Chicago. 


Please enter my subscription to Class & Industrial Marketing for one 
year, for which | will pay $2.00 on receipt of your bill, and send me 
without charge the new 1931 edition of The Market Data Book. 
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FEDERAL BODY 
REVISES RULES 
ON PETROLEUM 


Retains Only Three of Original 
Twenty-one 


Washington, D. C., Feb. 5—Tak- 
ing its first action toward revision 
of trade conference rules, the Fed- 
eral Trade Commission announced 
February 3 that it has rejected all 
but three of the 21 rules set up by 
the petroleum industry two years 
ago, and later approved by the Com- 
mission. 

The action of the Commission 
leaves but three rules in force as 
compared to the original 21, these 
three being Group I rules. The orig- 
inal language was retained in but 
one of the three; the other two rules 
were revised. Four other Group I 
rules out of seven were rejected. 

All of the 14 Group II rules were 
rejected. 


The Commission directed that ap- 
proval of the reconsidered and 
amended rules be made conditional 
upon acceptance by the industry of 
the Commission’s changes within 60 
days. 

Group I rules, Nos. 1, 2 and 3, re- 
lating, respectively, to loaning or 
leasing of equipment, leasing of 
service and filling station sites, and 
painting over signs or colors of an- 
other company, were stricken out. 

The fourth rule in Group I cover- 
ing breach of contract was rescinded 
and a new rule substituted, reading 
as follows: 


Adopt New Rule 


“Maliciously inducing or attempt- 
ing to induce the breach of existing 
contracts between competitors and 
their customers by any false or de- 
ceptive means whatsoever or inter- 
fering with or obstructing the per- 
formance of any such contractual 
duties or services by any such means 
with the purpose and effect of un- 
duly hampering, injuring or embar- 
rassing competitors in their business 
is an unfair trade practice.” 

The fifth Group I rule, relating 
to the proper marking of above- 
ground equipment, was rescinded. 

Rule 6 on the subject of lotteries 
was approved without change. The 
text is as follows: 

“Lotteries, prizes, wheels of for- 
tune, and (or) other games of 


chance shall not be used in connec- 


tion with the sales of gasoline or 
motor oils.” 

Rule 7 on the selling of goods be- 
low cost was rescinded and substi- 
tuted therefor was the standard 
selling below cost rule, which is as 
follows: 

“The selling of goods below cost 
with the intent and with the effect 
of injuring a competitor and where 
the effect may be to substantially 
lessen competition or tend to create 
a monopoly or to unreasonably re- 
strain trade, is an unfair trade prac- 
tice.” 

The Group II rules reconsidered, 
rescinded and stricken out, related 
to such subjects as supplying petro- 
leum products to airports, extension 
of credit by lessors of equipment, 
construction of service station fa- 
cilities by wholesalers for retailers, 
use of advertising devices, and other 
features of the sale and distribution 
of petroleum products. 


Bargain Books Find 
Public Indifferent 


Unable to build satisfactory sales 
after 15 months, Paper Book, Inc., 
New York, has discontinued publica- 
tion of 50-cent paper covered books. 
The action follows similar decisions 
by other publishers of cut-rate 
books, and is said to signify a gen- 
eral return to standard prices. 


Deute Enters New Field 


Arthur H. Deute has resigned as 
vice-president and general manager 
of the Billings & Spencer Co., Hart- 
ford, Conn., manufacturers of ma- 
chinery and forgings, to become a 
partner and executive of Hamman- 
Lesan Company, San Francisco 
agency. 


Lethrige To Advertise 


“Cream Of Barley” 


Lethrige, Inc., Chicago, has been 
appointed by the American Barley 
Corporation, Minneapolis, to direct 
a campaign in newspapers and 
women’s magazines on “Cream of 
Barley” breakfast cereal. 


Baden Now With 


“Review of Reviews” 

Wilson Baden has been appointed 

manager of promotion and research 

for the Review of Reviews Corpora- 

tion, New York, publisher of Re- 

view of Reviews and The Golden 
Book Magazine. 


H. W. Kastor and Sons 


Move Chicago Office 

H. W. Kastor and Sons Advertis- 

ing Company, Chicago, has moved to 

larger quarters in the London Guar- 

antee Building. The new telephone 
number is Central 5333. 


“Christian Herald” 
Becomes A Monthly 


Effective with the February issue, 
the Christian Herald, New York, 
changed from a weekly to a monthly. 
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Layout » Lettering 


GRAYBAR BUILDING 
LEXINGTON 6860 


@ ADVERTISING 
CALENDARS 


7 Advertising Cal- 
P } ~~ renee Dealer Calen- 


. Agency Imprint Calendars. 
. Postage Saving Features. 
. Special Calendars to order. 


PROPER peer ARAnon 
AND SERVIC 


Give us an idea of ll prefer- 
ences and we will send samples— 
no obligation. 


The STONE 


PRINTING AND 
MANUFACTURING CO. 


ROANOKE, VIRGINIA 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 
in central two-thirds 
of Iowa. This includes 
newspapers published 
out of state as well as 
in lowa—41 all told. 


REDUCE YOUR COST 
OF SELLING (207 Bie 


Letters, Post Cards, 
Folders, Blotters, Booklets, Catalogs, ete., ete. 
Postage and The M 
published continuously since 1915—is pon 
devoted to Direct Mail Advertising and Selling. 
Tells how to reduce selling cost. Full of sound 
business ideas, information and facts. $2.00 a 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample copy- 


Postage and Mailbag $38", S"*¢" 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 
nection. While we operate under the employ- 
ment agency law, our methods are unlike any 

other agency. 


etait & a SERVICE 


mey Chr sler, 


Gurn Prop. 
527 Fifth Avenue, New York Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 


For Dependable 
Photostat Service 


q 
‘ 
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4 


i PARK AVE. 
E .42ndST. 350 w5) sh 


VANderbilt 9975-6-7 


MOVE AGAINST 
DEMONSTRATORS 


New York, Feb. 5—Taking the 
ground that manufacturers’ demon- 
strators are unfair to retail cus- 
tomers and to other manufacturers, 
a number of large department stores 
have indicated they will no longer 
permit this form of promotion. 

Drug Trade News said of the situ- 
ation: 

“For several years, the subject of 
manufacturers’ demonstrations in 
department stores has been debated 
with a great deal of feeling. 

“Five years ago, Northam War- 
ren, president of the Northam War- 
ren Company, manufacturers of 
Cutex, Odorono, and Elcaya Cream, 
led a movement aimed to eliminate 
the demonstrator as an unfair trade 
practice. 

“If the demonstrator is to be 
retained, he maintained, she should 
be obliged to wear a badge pro- 
claiming her identity as a protec- 
tion to the consumer. 

“At that time, Mr. Warren and 
other manufacturers opposed to the 
demonstrator system brought the 
subject to the attention of the Amer- 
ican Manufacturers of Toilet Goods 
in an effort to get manufacturers to 
reach a decision to terminate the 
system. 

“He was unsuccessful because a 
number of manufacturers who em- 
ployed demonstrators believed they 
were an integral part of their busi- 
ness structure and valuable in secur- 
ing volume. 

“Efforts to get the Federal Com- 
mission to take action against the 
demonstrator system as an unfair 
trade practice failed. 


Untruthful Charge 


“Manufacturers who were not 
using demonstrators complained that 
demonstrators of competitors had a 
habit of making untruthful and 
prejudicial statements concerning 
their products in an effort to boost 
their own preparations. 

“Other manufacturers who were 
using demonstrators stated that the 
practice encouraged cheating by cer- 
tain stores who assigned a demon- 
strator to represent three and four 
lines and collected full demonstrat- 
ors’ salaries from the owners of each 
line, most of which, it is asserted, the 
stores pocketed. 

“Still other manufacturers held 
that the demonstrator was a form 
of store subsidy relieving it of the 
cost of saleswomen. 

“This, it was claimed, was in- 
equitable, giving the larger store an 
unfair advantage over its smaller 
competitor with which the manufac- 
turer maintained no demonstrator. 

“Following the agitation of five 
years ago, a number of responsible 
department stores took the position 
that the demonstrator system was 
unfair to its customers and discon- 
tinued it. 

“Two years ago, R. H. Macy of 
New York City threw out all manu- 
facturers’ demonstrators. 

“At one time, this store is said 
to have had more than 20 of these 
demonstrators behind its toilet goods 
counter. 

“Lord & Taylor abolished the dem- 
onstrator system some time before 
that.” 


Alemite Breaks Into 


Motor Oil Field 


The Alemite Corporation, Chicago, 
will use two-color pages in The Sat- 
urday Evening Post and Collier’s for 
its new Alemite motor oil. Newspa- 
pers in 80 key cities also will be used. 

The new campaign, as well as the 
regular lubricant advertising of the 
Alemite Corporation, will be placed 
by the Charles H. Touzalin Agency, 
Chicago. 


Editor Beck Is Dead 


M. M. Beck, 92, editor of the 
Holton (Kas.) Recorder, which he 
founded in 1875, died February 3. 
He was in good. health and at his 
desk every day until his fatal illness. 

E. S. Beck, a son, is managing 
editor of The Chicago Tribune. An- 
other son, William T. Beck, is pub- 


lisher of The Recorder. 


Will Advertise 
After 104 Years 


South Otselic, N. Y., Feb. 5 
—B. F. Gladding & Co., who 
began the manufacture of fish- 
ing equipment in 1816, when 
Abraham Lincoln was seven 
years old, will shortly launch 
their first advertising cam- 
paign, using sports magazines 
and dealer papers. 


SAYS SELLING IS 
LIKE FOOTBALL 


Knute Rockne, Notre Dame foot- 
ball coach, asked an embarrassing 
question in addressing the National 
Sporting Goods Distributors’ Asso- 
ciation in Chicago recently. 

“In traveling around the country 
for an automobile company,” said 
Mr. Rockne, “I have heard sales man- 
agers complain of ‘the dumb sales- 
men we have.’” 

And he continued: “It has often 
occurred to me: ‘Who hired these 
salesmen and who trained them?’ 

“Selling is a good deal like foot- 
ball—a problem of getting the right 
men. Once I carried a player around 
for 20,000 miles, only to lose him be- 
cause he flunked in geography. 

“In picking a football squad, there 
are five kinds of lads I don’t want. 

“First is the swellhead—the fellow 
who lives on last year’s reputation. 

“Second is the complainer — the 
chronic critic. 

“Third is the quitter. He is the 
fellow who would like to do something 
but is not willing to pay the price. 

“Fourth is the lad who dissipates 
either physically or emotionally. By 
emotional dissipation I mean jeal- 
ousy, hatred or envy. They all inter- 
fere with efficiency. 

“Fifth is the boy who is suffering 
from an inferiority complex. I tell 
such fellows to ‘go out and get a 
superiority complex.’ 


Small But Tough 


“A few years ago, after our squad 
had been divided up for early prac- 
tice, I noticed among a group of hefty 
players trying out for guard, a little 
chap weighing less than 150 pounds. 

“*Aren’t you a little small to be a 
guard?’ I asked him. 

“ Yes,’ he replied, ‘but I’m a little 
tough.’ 

“That was Metzger, who last year 
was an All-American guard. 


“There are no rewards for anyone 
who is afraid. 


“We sometimes get a ‘local hero’ 
on our squad—a fellow who has been 
the ‘Kokomo Flash’ on his home 
town high school team. He is a great 
player, and if you don’t believe him, 
he has the clippings to prove it, in- 
cluding pictures showing front, rear 
and side views. 

“Such a player has ‘elephantitis 
of the occipital lobe.’ We apply the 
serum treatment of ridicule, which 
usually reduces the fever and the 
swelling. He must learn the value 
of team play. 

“Co-operation is essential. The 
ability to co-operate in this day and 
age is just as important as technical 
skill and ability. 


“Your industry is a fine asset to 
college athletics. You are making 
equipment right and selling it right. 


“However, I hope you will not 
confine your efforts to schools and 
colleges. I hope you will go out and 
look for business among the work- 
ing lads who haven’t had a chance 
to go to high school or college. Help 
to organize them in competitive 
sports, and you will be doing some- 
thing that will be of benefit not only 
to the country but to yourselves.” 


Two More for Wales 


The Schavolite Golf Corporation, 
Long Island City, N. Y., has ap- 
pointed the Wales Advertising Com- 
pany, Inc., New York, to direct a 


national magazine campaign on its 
new line of golf clubs. 

This agency has also been Spl, 
pointed by the New York Real 
tate Securities Exchange. 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


COPY-CONTACT MAN 

A man with originality and prac- 
tical ideas, admirably fitted by ripe 
agency experience to creditably han- 
dle almost any copy assignment and 
intelligently contact accounts, desires 
to make a change. Familiar with 
modern merchandising methods, par- 
ticularly proprietary lines. Clean rec- 
ord of successful achievements and 
unquestionable references. Address 
Box 53, ADVERTISING AGE, Chicago. 


TEN QUESTIONS 
ASKED STUDENTS 


The Northwestern University 
School of Commerce held the final 
examination for its advertising class 
last week, Lyndon O. Brown being 
in charge. Advertising men who 
wonder what they teach at such 
schools will find a clew in the ques- 
tions propounded. 

Ten questions were asked, each 
being valued at 10 points. 

I 


a. What is meant by “strategy in 
an advertising campaign”? 
b. How is strategy introduced 
into the campaign? 
II 


a. What is the chief information 
furnished by the A. B. C.? 

b. Explain how you would apply 
and interpret this information in the 
case of any given publication. 

Ill 


a. Name the three fundamental 
appeals in advertising, indicating 
their relative importance and use. 

b. Discuss the characteristics, de- 
velopment, and use of the “feature 
story” type of advertisement. 

IV 

a. What sort of work must pre- 
cede the planning of a national 
advertising campaign? 

b. Discuss the relationship be- 
tween advertising and merchandis- 
ing in a national sales campaign. 


a. What is the function of adver- 
tising in a retail store? 

b. Discuss “Direct Mail as a Mass 
Selling Method.” 


a. Discuss the various types of 
organizations which may conduct 
market surveys, indicating the value 
of each type. 

b. How is an advertising broad- 
cast for a new product, such as a 
new make of electric refrigerator, 
planned? 

VII 

a. Assume you have been retained 
by the Montavilla Rubber Company 
to advise them on the use of direct 
mail and broadcast advertising. In 


the light of their contemplated 
plans as regards mediums, draw up 
a statement indicating to what ex- 
tent and in what manner you believe 
they could profitably use them. 
Their total appropriation is $125,000 
per year. 
VIII 
a. Assuming that you had been 
retained by the Manta Co. for three 
months with one clerical assistant 
and a budget of $1,000 for expenses 
to conduct an experimental market 
analysis, what would you attempt to 
accomplish and what information 
would you get, indicating sources? 
Ix 


a. Trace the history of College 
Inn Food Products advertising and 
indicate the four main principles or 
objectives which should guide them 
in the near future. . 


a. What were the five chief weak- 
nesses from the point of view of 
advertising of the Van Strum Com- 
pany? 


New Data on 
the Food Field 


A folder presenting a clear 
picture of the Food Field, 
the distributive groups which 
comprise it and their func- 
tions. Has been called the 
clearest presentation of the 
controlling factors in modern 
distribution in the Food 
Field yet produced. You will 
find it exceedingly valuable. 
Send for it today. 


The New Era in 


FOOD DISTRIBUTION 


37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


Sizing up the 
National Jewelry Market 


THE JEWELERS’ CIRCULAR Loupe is our 
monthly mailing folder containing facts about 
the jewelry trade, hand picked by our Field 
Editor in his travels all over the country. Each 
issue describes a different city. A encies and 
advertisers interested will be added to the 
list if request is sent on firm’s letterhead. 


THE JEWELERS’ CIRCULAR 
The Recognized Authority of the Trade 
239 West 39th Street, New York 
A Division of United Business Publishers, Inc. 
A. B. C. A. B. P. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


may be purchased at the following News- 
stands i in New ¥ New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS, Inc. 


Graybar Building 
420 Lexington Avenue 


“everybody reads the news” 
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Now. . More Than Ever, 
Make Us Prove It With Proofs! 


@ A(ow advertising has to make sales, not merely impressions. (ow advertising ability} 


is being tested in the blast-furnace of results. A(ow even high quality must go hand in} | 
hand with rigid economy. A(ow the preventable waste of costly typographic revisions 
is intolerable ... Our modern equipment (including 5,000 type cases, 247 type faces] 
and over 300 foundry borders) is perhaps the finest in the world. But—beyond mere 


mechanical resources we offer these outstanding advantages to buyers of typography: 


(1) Personnel—Principals who have spent their 
lives in promoting typographic art and who bear 
the highest reputation for integrity, experience 
and pioneering initiative. 


(2) Supervision—Every piece of copy is carefully 
read and accurately laid out before it goes to the 
compositor. Nothing is left to chance. In many 
cases, more attention must be paid to intent than 
to instructions. We pride ourselves upon our “sixth 
sense” in correctly interpreting clients’ ideas. This 


is a part of our cost reducing methods. 


(3) Inspection—Every proof is inspected for phys- 
ical appearance and adjustment of type sizes for 
display, as well as for re-adjustments of spacing and 
position of units. 


(4) Allotment of Accounts—Each account is en- 


trusted to an inside service man who is familiar with 
every order both as regards detail and position in 
the plant. Inside contact men “follow through” 
each order right up to delivery. 


(5) Size of Job—The smallest job receives the same 
care and attention here as the biggest one on 
the true theory that “tall oaks from little acorns 
grow.” This is proved by the fact that some of our 
largest present accounts started with a trial set-up. 


(6) Schedule Board—A unique charting system 
assists service men in routing each job through the 
shop and enables forwarding clerks to deliver proofs 


“on the dot,” thus saving annoying delays. 


(7) Messenger Delivery—Through our system of 
additional compensation for extra-fast trips we 


usually make delivery of proofs ahead of time. 


@ Limitations of space prevent more than this fleeting reference to the thousands of dollars we 
regularly save for clients by checking up on hurried or incomplete instructions, thereby avoiding 
wrong space sizes and the expense of doing the job over again .. . Typographic /aéor costs are the 
same. Among the important economies gained by dealing with us are expert and artistic layout; 
smooth, speedy handling; avoidance of excess time and expensive re-setting, and the minimum of 
revisions of proofs due to utmost care and skill at the stay ACpw, more than ever, make us prove 


it with proofs and have your advertisement set by the acknowledged “Tiffany of Typography” 


LEE & PHILLIPS, INC., 228 E. 451ru ST., NEW YORK 
Ty pographers Who Prove It With Proofs 


SUCCESSORS TO MONTAGUE LEE CO., INC. * FREDERIC NELSON PHILLIPS, INC. * GRAPHIC TYPESETTING CORP. * CAXTON ee INC. 
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